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H & Fe go CORD SETS 


ad for the 3000000-ser 
market existing TODAY 


Packaged for 
COUNTER DISPLAY 
as //lustrated ——> 







Made with 


Kant—-Kink 
ELASTICORD* 


SCREWLESS 
Heater Plug 


Unbreakable 
Rubber Cap 


G U A R A N fi E = D Each standard package 
forOne Year sTrenagmroee< 9 
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Here’s a money-maker in TODAY'S market— with quality features that pull it out of price- 
+ ELASTICORD is a product competition and leave you a real profit. First feature: Kant-Kink ELAsTICORD; 7 ft. 2 in. 
of self-folding heater cord kept free of kinks by elastic braided into the cord. Second 
feature: SCREWLESS Heater Plug of genuine Bakelite fastened together by spring clips; 
The United Elastic Corporation no screws to lose or loosen. Third feature: Pull-handle UNBREAKABLE rubber cap, wiring 
of Easthampton. Mass. pao concealed. Fourth feature: A one year GUARANTEE with each set. Approved by Under- 
long life N writers’ Laboratories. . . Return the Coupon below WITH NAME OF YOUR ELECTRICAL 

k ¥ DISTRIBUTOR for your FREE SAMPLE of one of these Cord Sets. 


—> ‘ i 
ic as in the cord FREE SAMPLE OFFER:— Specify No. 102 Cord Set with Switchless Heater Plug, 
or No. 103 with Switch Plug. 


HART &HEGEMAN DIVISION“? Tog 
THE ARROW-HART & HEGEMAN ELECTRIC CO. iy, electrical Distributer is 
HARTFORD. CONNECTICUT,U.S.A. (Address)... (Town & State) 
HARDWARE AGE 
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MAIN LIBRA! 





IT PAYS TO KNOW 
SOMETHING ABOUT 







CRASH in the brush, a quick 
pounding of hoofs on dry 
leaves, and a white flag bobbing up and disappear- 
ing as a startled deer dashes for safety—some men 
dream of this 51 weeks in every year. During 51 
weeks they plan and hope, and thrill over the pros- 
pect of getting that deer—or bear, or sheep, or 
moose—in the one week they can devote to it. 

If you are one yourself, you understand how a 
big-game hunter feels about a rifle. If you are not, 
remember this: everything connected with a sport 
that occupies so much of a man’s thoughts, and that 
quickens his pulse every time he thinks of it, is dead- 
ly serious and important to him. And of all the 
equipment for big-game hunting, the rifle is the 
most important. A big-game hunter will have little 
patience with a salesman who doesn’t know any- 
thing about big-game rifles. 

A popular big-game rifle is the Remington Model 
30 Bolt Action Repeater, but a great many sports- 
men prefer the slide action of the Model 14, or the 
Autoloading Model 8. All three are chambered 
for .25, .30, .32 and. .35 Remington Kleanbore, 
center fire, and the Model 30 also comes cham- 
bered for the 7 M/M Mauser and the .30-’06 
Springfield, Kleanbore cartridges. 

For anything larger than deer the .35 Remington 
which carries a 200 grain bullet in the Express 
Mushroom cartridge, or the .30-’06 Springfield 
with a 220 grain bullet, Express Mushroom, should 


BIG GAME RIFLES 


a 


SPECIFICATIONS 


Model 30 ‘‘Standard’”’ Bolt Action. 22 inch barrel; American 
Walnut stock, pistol grip and fore-end finely checkered. 
Rifle style steel butt plate grooved to prevent slipping. Rifle 
cocks on opening movement of bolt. Top of receiver matted. 
Short, snappy, light, single trigger pull. Thumb operated 
safety. Buckhorn adjustable rear sight with gold bead front 
sight. Receiver drilled and tapped for Lyman No. 48R mi- 
crometer wind gauge receiver sight. Length over-all 42% 
inches. Magazine*holds 5 cartridges. Weight about 7% 
pounds. Retail price, $52.75 including tax. 


be recommended. In .30-'06 caliber this rifle is 
suitable for any big game in the world except ele- 
phants and rhinoceros. It is excellent for short 
range woods or bush hunting,-and its characteristics 
of extreme accuracy, flat trajectory, and sustained 
energy make it absolutely unexcelled for long 
range plains and mountain hunting. The .30-'06 
and .35 Remington are also fine for deer, but those 
who want a rifle for deer or smaller animals only, 
will prefer a smaller caliber because the ammuni- 
tion is cheaper. In .25 Remington Rimless caliber 
this rifle is suitable for varmints and game such as 
squirrels, rabbits, crows, hawks, woodchucks, rac- 
coons, foxes, turkeys, coyotes, wolves and mountain 
lions. It is exceptionally accurate at both short 
and long range. It will kill deer, but the .30 Rem- 
ington, .32 Remington, or 7 M/M Mauser are 
better for this purpose. 

You should have in stock at least one sample of 
each of the Remington Models 8, 14, and 30 in the 
caliber that is most popular in your locality. If 
your sales warrant stocking only one model we 
suggest the Model 30 unless there is a preference 
for Slide Action or Autoloading Rifles among your 
customers. Even if you have very little call for 
big-game rifles, one of these Remingtons is a good 
investment because of the attention it will attract 
among hunters. Your jobber will supply you. And 
if you want to build up your sale of big-game rifles, 
write us for more information that will help you 
sell them. 


REMINGTON ARMS COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 
ORIGINATORS OF KLEANBORE AMMUNITION 


© 1932 R. A. Co. 
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—ELECTRIC 
New Beauty ... More Features... Wider Appeal 
Brighter Light ... Better Priced 








One has an automatie time-switeh! 





NOW there are two new Eveready Wallites! The first 
one has been so popular—selling by the thousands 
—that we decided there should be more models. 

Eveready Wireless-Electric Wallites can be used 
in the city or country—in houses with or without 
electric-light wiring! Power is supplied by long- 
life Eveready Flashlight Batteries that fit inside 
each light, out of sight. 

Wallite No. 4758 retails for $1.75, without bat- 
teries. It is a large, bright, three-cell light. (Four 
times as bright as original Wallite!) One of its 
finest features is the automatic time-switch. 

A pull of the chain turns on the light. It stays 
lit for a fixed time, and then goes off of its own 
accord! This means that if you forget the light, 
and leave it burning, the batteries won’t be wasted 





away! A steady, uninterrupted light is possible too. 
The other new Wallite—No. 4757—is a two-cell 
rnodel, retailing at $1.25, without batteries. It is 
twice as bright as original Wallite. Both lights are 
new in design and attractively finished. Perfect 
pieces of merchandise! 
There’s real business coming the way of the 





man who displays and pushes these new Wallites. » Oso & 
. saa : » 2 EVEREADY WALLITE No. 
Ask any one who has displayed the original Wallite. , AG 4758. A three-cell model 
9 o0 2.8 ; with the automatic time- 
Om tom you what « steedy, ready getter tt fa! See switch. Retails for $1.75, without batteries. Your 


your jobber today. profit on each sale is 61¢, plus battery profit! 


Ask your jobber about these new lights! 
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No Electric-Light Wiring Needed 


Eveready Wallites are perfect for closets, attics, 
garages, cellars, stairways, boats, cabins, out- 
houses, workshops, tents, and all out-of-the- 
way corners that need a light but aren’t wired. 




















WALLITES 














Sell Satisfaction ! 


> 





It doesn’t pay you to sell any but the best bat- 
teries. For if a customer gets short life and dull 
light, he won’t be back! 

Sell Eveready Flashlight Batteries and you sell 
satisfaction! They stay fresher on your shelf, and 
last longer in customers’ lights. 

Get the new Eveready Flashlight Battery coun- 
ter display. Actual tests show that it increases 
sales 65%. 


EVEREADY’S ALL-ARMORED CONSTRUCTION—THE METAL 
TOP—MAKES EVEN LONGER LIFE AND BRIGHTER LIGHT! 


























EVEREADY WALLITE No. 4757. 
The new two-cell model. Retails 
for $1.25, without batteries. 
Your profit on each sale is 44¢, 
plus battery profit! 


A new Spotlight Lantern. (At the right) Exceptionally brilliant. 
Has a new-type, solid glass bulb! It is practically unbreakable. 
This light will fit in a coat-pocket. It can be hung on a nail or hook 
by the handle. Not a toy. Not a novelty. But the type of light that 
is worthy to be in the Eveready line. It’s a convenient size and 
has a wide use. A unit of 6 lights with 12 batteries nets you a profit 
of $1.02! 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. 


Chicago New York San Francisco 


Unit of Union Carbide [aa and Carbon Corporation 


Branches: 
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To retail at SBape 


complete with Eveready Batteries 


A regular two-cell, tubular, Eveready model— 
No. 2639. Finished in black and silver, with cad- 
mium (rust-proof) fittings. Ribbon marking on 
case covered by registered trade-mark. In spite of 
the amazingly low retail price, none of the famous 
Eveready efficiency and ruggedness has been 
sacrificed. We’re proud of this light! A unit of 24 
lights with 48 batteries nets you a profit of $2.88! 


“419° 


complete with Eveready 
Batteries 





wn 








We’re Creating 
PROFIT OPPORTUNITIES 
in Fence Sales 


Keep your eye on 

Pittsburgh Lawn Fence— 
new developments are coming to 
make more fence sales for you 





STYLE APPEAL... Pittsburgh Fence introduced and has for 
years featured the style appeal in lawn fence selling. 


CHILD SAFETY ... Pittsburgh Fence has made child safety 
an important factor in creating lawn fence sales. 


FENCE GARDENS ... Pittsburgh Fence also originated the 
Fence Garden idea and won thousands of home owners over 


to the use of lawn fence. 


COMPLETE FENCES ... Pittsburgh Fence has made avail- 
able to merchants a practical,complete lawn fence service for 
customers who desire both fence and framework in harmony 


Pittsburgh with the landscaping scheme. 
\ NOW ... Watch for new sales-making ideas... Pittsburgh 
Fence will continue to bring out business-building ideas for 


Products the fence trade. 


PITTSBURGH STEEL COMPANY 


Pittsburgh New York Chicago San Francisco Memphis Detroit Syracuse Philadelphia 
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MORE STRENGTH 
.»» MORE VALUE i 








ABW Shock Band Equipped 
SOLID SHANK SHOVELS 


N THE few months that the new ABW Solid Shank Shovel 

has been on the market it has become a “Best Seller”. » » » 
This new Solid Shank has that “Feel,” balance and ease of 
handling the Shoveler wants. It cuts the shoveling costs, for 
it has strength and toughness, and will outlast the ordinary 
shovel. It is a repeater for you because it fulfils the shoveling 
requirements of your customers, and represents the greatest mer- 
chandising value in Shoveldom. The A BW has features found 
in no other Solid Shank. 


NEW METHOD OF MARKING LABELS 


No more torn or mutilated labels, no more shovels with labels 
missing, for with the new and exclusive A B W method of mark- 
ing, the labels are as permanent as the handle itself. ABW Labels 
are now die pressed into the wood in colors by a special process. 


(Patent pending.) Unique and attractive, they add to the finish _ 


of the shovel. » » » Whatever your preference, Plain Back, 


Hollow Back, Socket Shank, or Solid Shank there’s an ABW 
to meet your needs. 


NOTE: Armor-D Handle now furnished on all Grades without extra charge. 


ASK YOUR JOBBER 


LEADING ABW BRANDS 


O. AMES PACEMAKER HUSKY 

RED EDGE ABW GOLD BUG 
MONONGAH BRONCO HUBBARD SOCKET 
KNOX-ALL PONY SHANK 


AMES BALDWIN WYOMING SHOVEL CO. 


PARKERSBURG, W. VA. 
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Four AB W Features 

1 ABW Shock Band gives 21% more 
strength to handle. 

2 Socket Welded—prevents spread- 
ingand opening of socket underpry- 
ing strain—MORE STRENGTH. 

3 Combination of Shock Band and 
Armor-D Handle reduces exposed 
wood sections to 6 —MORE 
STRENGTH. 

4 Rivets are inserted horizontally. 
They do not pierce the top and 
bottom fibres under strain — 


MORE STRENGTH. 








EXACTING WORKMANSHIP 


IT’S THE little things in life that count... 
the little better material that goes into our 
Tubular and Split Rivets . .. the little better 
workmanship. And it's the little higher price 
that gives you the quality product, that satis- 
fies your customers, and that builds the 
good will that must underlie your business 


if it is to be permanently successful. 


TUBULAR RIVET 
& STUD COMPANY 


Boston 


The largest fac- 
tory inthe world — 
devoted to the 
manufacture of 
Tubular and Split 
Rivets. 
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BAQBERTSHAW 


“ AutomatiCook. 


NEW MODEL “’F’’ FOR TABLE 
TOP AND CONSOLE RANGES 











MODEL “K” |7 
FOR CONSOLE RANGES 
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with ROBERTSHAW 


e And win it now! 


@ For more women are cooking 
their own meals than ever before. 


@ And when a woman does her 
own kitchen work, she rightfully 
feels that she should have a 
modern range, equipped to help 
her in every possible way. 


@ That means a Robertshaw... 
the cooking control she knows 
most about through years of 
advertising and the good reports 
of her friends. 


e@ Dealers know this just as well as 
housewives...and they also know 
that it doesn’t pay to handicap 
their selling work by trying to sell 
a range with a “just as good” oven 
control, no matter how alluring 
the price may seem. 

e@ With over 150 Robertshaw 
equipped brands to choose from, 
you can always offer the last 
word in real value and have the 
selling help of the Robertshaw 
behind every range you sell. 


The Robertshaw Lithographed Display will “dress up” your 


window or floor display. It’s free... 


. write for it now. 


ROBERTSHAW THERMOSTAT CO. 


YOUNGWOOD -: PA. 



















as to us. 





Ice-O-Matic is available in 
a full range of sizes and 
types, from 3.8 to 6 cubic 
feet food storage capacity, 
ranging in list price from 
$139.50 to $335.00. 


1829 
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First, the |lce-O-Matic is one of the most thoroughly 
engineered — most painstakingly built — pieces of 


WORTHINGTON 
offers and recommends 


WILLIAMS 


Third, the |Ice-O-Matic is built by a 
concern of high character and engineer- 
ing ability, amply financed—the well- 
known Williams Oil-O-Matic Heating 
Corporation of Bloomington, Illinois, 
world’s largest builders of automatic oil 
burners. 


We are proud to offer the Ice-O-Matic 
to you, and to recommend it heartily. 
It has been a ready seller wherever in- 
troduced, and its service record in 
owners’ hands is extraordinarily good. 
You need have no fear, that service 
expense will cut deeply into your profits, 
as Ice-O-Matic is notably free from 
trouble of all kinds. 


JCEOMATIC 


REFRIGERATION 


CLEVELAND, OHIO 


merchandise that was?) 
are strictly competitive with other standard 
makes, and well below many of them. 


























ICE-0-MATIC 


REFRIGERATORS 


EFORE we entrusted the 100-year-old reputation of the Geo. Worthington Com- 
pany to the time-proved Ice-O-Matic Refrigerator, we investigated the whole market. 
We chose Ice-O-Matic for several reasons. These reasons are just as important to you 


Second, the Ice-O-Matic line is priced reasonably. 
It is not the cheapest on the market—probably 


household equipment on the market today. There never will be. (Did you ever know a fine piece of 
is not one place in either cabinet or mechanism, 
where an engineering expert can point and say 
with fairness: “there is a practical way to do this 
better.” 


But Ice-O-Matic prices 



























The new model LY40 is 
shown. Full length piano 
hinges, chromium plated 
hardware, full porcelain in- 
terior. 


THE GEO. WORTHINGTON CO. 
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Tings you 
a dows 


market in 


the fall 
Sor FLORENCE 


Stoves and Heaters 


You’ve got them coming and going, for 
folks must Eat and Keep Warm (Heat), 
and must therefore buy stoves and heaters. 


With the Florence Line you meet the 
demands of your trade for Fuel, for Types 
of Stove, and for Price, with a complete 
line of Models in Oil Stoves, Ovens, Oil- 
burning Heaters, Range Burners and Gas 
Ranges. 


With Florence you have a name known 
in America for three generations, nation- 
ally advertised, easy to sell. Florence backs 
you with a guarantee you can depend 
upon. It gives you the latest develop. 
ments, the finest workmanship, the great- 
est value. You can build business that 
repeats and grows with Florence Stoves 
and Heaters. 





Send for the new Florence Catalog and 
a copy of that interesting folder, “The 
Big 3 and Profits for Me.” 


Your market will 
eat and keep warm 











FLORENCE Circulating Heater 


A modern piece of furniture: beautiful walnut- 
grain porcelain finish. Burns range oil. Powerful 
—heats 3 to 5 open rooms. Built-in humidifier ; 
radiant front; burners tilt and light with match 
through convenient grilled mica door. Model 
CH-26. 


At left 

Florence Radiant Heater, 
inexpensive, powerful, effi- 
cient. Burns range oil. 
Complete unit for small 
suites, stores, offices. Fin- 
ished in rust-resisting por- 
celain enamel, in black or 
in brown. 


At right 

Florence Range Burner for 
kitchen stoves. Burns range 
oil. New features, stylish 
appearance. Model K-26. 
Also models for parlor 
heaters. 





At left 

Florence Cabinet Heater. 
Burns kerosene. Sturdy, 
compact: two giant wick- 
less burners. Mahogany- 
grain porcelain finish. 
Model C-2 
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FLORENCE GAS RANGE 


A complete line of new Table Top and Console 
models. Full porcelain finish — 3 modern color 
combinations. Automatic top burner lighter; fully 
insulated ovens; radio-dial oven heat control; 
bakelite pendant handles. Strong, sturdy; Florence 
quality throughout. Also uninsulated models. 









NOE 


GARDNER, MASS. 





EST. 1872 \= 
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FLORENCE STOVE COMPANY 
Gardner, Mass. 


Send me without obligation a copy of 
“The Big 3 and Profits for Me.” 


(0 Check here if you want the catalog also. 
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DOUBLE X IS 


there’s nothing like 





Go where you will in the paint, 
hardware and allied industries— 
men doff their hats to the stirring 
sales-success of Double X. Why? 


Because Double X, in the par- 
lance of the trade, is a “‘natural.”’ 
It looms head and shoulders 
above any commonplace “clean- 
er” or “remover.” It does what 
nothing else can do—bleaches as 
it ““removes.”’ 


Is it any wonder, then, that 
Double X has roused envy in the 
hearts of other men? Is it any 
wonder that hardly a month 
passes but something “just as 
good” is offered to the trade? Is 


it ant wonder that imitators right 
and Jeft should-seek to ride in on 
the hand wagon of Double X’s 
national advertising and Double 
X’s phenomenal success? 


The mortal, Mr. Merchant, is 
simple: Do} 
Double X is Double X —there’s 
nothing like it in America. There 
is only one Double X and we 
make it. And, wise merchant that 
you are, you will see that your 
customers get what they ask for: 
the one-and-only Rouble X! 


Schalk Chemical . 357 East 
Second Street, Los eles and 
3932 So. Lincoln St., , Chicago. 








SE Re ee Cee 






| 
¢ 
4 

‘ 


DOUBLE X FLOOR CLEANER 
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.. AND PROSPERITY 
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Tuis is no subject to handle with kid gloves . . . or 


with soft spoken words. 


Because—if prosperity were merely a matter of conver- 
sation—then every farmer would be wealthy—and every 
store would be thronged with eager buyers. 


Rather—it's a hard fight—a fight that you're into right up 
to your neck—and on whether you win or lose depends 
largely the future development of your business. 


The fight we're talking about has to do with the greatest 
need of today—the need for improvement in farm methods 
and farm operation. If this can be brought about—if by 
doing your share to bring it about—you 
can help the farmer turn idle acres into 
productive ones—market corn and sur- 
plus grain crops ‘‘on the hoof’’ at.better 
prices—and increase soil fertility through 
systematic crop and stock rotation— 
then prosperity will follow as a matter 
of course. 





Because of their known quality, Amer- 
ican Steel & Wire Company Zinc 
Insulated Fencing, Steel Fence Posts, 
Poultry Netting, Steel Gates, Barbed 








And you can help to bring it about by constantly 
reminding every farmer of this very important fact: 
Good fencing brings about farm relief 
through more efficient and more eco- 
nomical farm operation. 


By all means memorize that last sentence 
—analyze—ponder over it—then spread 
the meaning of it far and wide. Re- 
member—it’s your fight—and victory 
depends on action. 


Wire, Nails and Wire of all kinds 
are more easily sold—more profitably 
merchandised. 


AMERICAN STEEL & WIRE COMPANY 


OCTOBER 


SUBSIDIARY OF UNITED Us 


208 South La Salle Street, Chicago 


STATES STEEL CORPORATION 


And All Principal Cities 


Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco 
Export Distributors: United States Steel Products Company, New York 


13, 1932 
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FOR THREE GENERATIONS 


serene SIMMONS ste 


A BULWARK OF DEPENDABILITY 
IN HARDWARE 


CONFIDENCE 


The natural bond between distributor 
and consumer has cemented many 
life-long friendships for — 


SIMMONS PRODUCTS 


cw 























And TODAY’S GENERATION 


CARRIES ON 


Simmons supplies dependable 
merchandise to the sons and the sons of 
the sons of those pioneer retailers in 


i HARDWARE 
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Do You Realize? 


y 
E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


In these days of careful spending, merchants are beginning to realize more 


and more the advantage to be gained through stocking well-known, reliable merchandise 
which has won consumer acceptance through years of quality, useful ser- 
vice, and fair dealing. 


These are the goods which are always bought, 


“USED TOWUS, {TURNED A DOLLAR ovER 

TWICE NDING IT— . . 

EARNINGS LOW AND PRICES STILL op Mit both in good times and in bad—they are the goods 
AIR, | TURNED MY DOLLARS OVER 3 TIMES ‘ : ; 
AND_THEN KEP EM! Now REAL VALUES which account for nearly all the business being done 
ARE COMING BACK- [AM ONCE MORE TURNING 

MY MONEY TWICET - BUT I'm 


GIMME TH XG CL OVER STUFF IY 


Bam *€ 







PENDING ITI/ today. 





The reputation of Clover products for quality is 
worldwide—it has been in the making over a quar- 


ter century—consumer acceptance iS always assured. 


And the best part of it is that while having a 
ready market at hand for Clover Grinding Compounds and Clover Abrasive Papers and 


Cloths, the merchant enjoys an unusually wide margin of profit on all Clover products— 
very acceptable in times like these! 
Won't you allow me to send you samples and quote on the various items you may be 


interested in, as listed below? 














E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 
CLOVER MANUFACTURING COMPANY You may send me, without obligation, samples of: 
| Green-Stripe Sandpaper. 
NORWALK, CONN., U. S. A. | Red-Stripe Turkish Emery Cloth—for poli: polishing. 
| Yellow-Stripe Aluminous Oxide ~Cloth—for cutting 
| hard metals. The universal shop abrasive. 





























SANDPAPERS | Orange-Stripe Garnet paper—for woodworking. 

METAL-CUTTING PAPERS AND CLOTHS a ee Werilind Vineet cdg Comps 
WOODWORKING PAPERS AND CLOTHS Name Sec Ni ee ea 
CLovER GRINDING AND Lappinc Compounps |] —“S=——— aaaetettis 
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off the ice... avd sell 


66 The job is to get into motion before another 


thirty days have passed 


99 


from Report of A. W. Robertson, Chairman 
Committee on Industrial Rehabilitation 


A call for action ... action by those who stall 


£ poe Committee on Industrial Rehabilitation 
is getting busy without delay. It means to 
act, and act promptly. Sub-committees are now 
being formed in every Federal Reserve District. 
Perhaps they have already called on you. 


They’re going to create buyers and thereby create 
opportunities for sellers. They're going to call 
on plant after plant in every industry. They’re 
going to sell the idea to industrial managements 
that modern equipment installed now will im- 
prove any company’s price position, thus enabling 
it to compete for business as consumer demand 
picks up. They are going to show that it is to 
industry’s own self interest to modernize now 
because equipment can be purchased and installed 
today for far less than its future cost will be. 


It is conservatively estimated that every dollar 
spent or pledged on this “capital goods” replace- 
ment program, will put several other dollars to 
work paying wages and purchasing materials 
throughout other industries indirectly affected by 
the production and movement of basic “capital 
goods.” Here is a sort of business revival snow- 
ball, which, if it can be started rolling now is 
absolutely certain to gather weight and momen- 
tum as it goes. 


Here is the time and place for action by those 
who haven’t forgotten how to sell. The Com- 
mittee on Industrial Rehabilitation can’t do all 
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know how to sell 


the work. It can create interest, arouse desires, 
and perhaps help solve the prospective buyer’s 
financial problem. It can sell an idea but it can’t 
and won’t actually sell your equipment for you. 
That’s your job! 


Send your salesmen out with this picture in mind. 
Prepare your advertising with the same idea in 
view and send it out ahead to open the way for 
the salesman. Let advertising and direct selling 
do the job together—as they should. Advertising 
will take your sales message to the buying power 
of industry, to the people who are being urged 
to buy, by this powerful Committee on Industrial 
Rehabilitation. It isup to you to show them how 
your equipment will modernize their plants, cut 
their production costs, create more salable prod- 
ucts, and better prepare them to profit by the 
upturn in business. 


You don’t have to commit yourself to advertising 
for a year, or even six months. You can advertise 
for the balance of 1932, and then judge the future 
on the basis of the outlook on January first. 


Too many sellers have had cold feet too long. 
They’ve quit trying to sell because selling is 
no longer as easy as it was in the good old days. 
Let’s get those feet off the ice........ and sell! 
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SWEEPING PRICE REDUCTIONS 


$y EFFECTIVE OCTOBER 8th on 


ELASBAKE 


Every item has been reduced in price—not 
just a few cents but radically reduced. The 
same fine, dependable quality—the same 
desirable, attractive shapes—and every 
GLASBAKE item is made with the pat- 
ented Heat-Quick Bottom which saves fuel 
and insures uniform results. 













ORDER THIS GET STARTED 
OFFER FROM YOUR JOBBER 


COSTS YOU ONLY 


$100°° - 





Sold in Half Deals 4 

Full Deal Consists of the following: ‘3 
Number Cost Retail 
Pieces ITEM You Price Ea 

Ee Sr errr re $5.12 $.40 

8. Sere ee 8.32 -50 

24 206 Round Casserole and Cover 11.76 95 

24 207 Round Casserole and Cover 9.36 -75 

16 225 Oval Casserole and Cover.. 8.16 1.00 

16 215 Open Baker............. 24 -75 

32 217 Open Balser. .......ccce. 3.12 50 

i) dn. oho epee es b6 0.0.0 6.80 -65 

24 264 Oblong Utility........... 9.36 -75 
= | Sea 5.40 -05 

16 549 Oval Beefsteak and Cover. 10.24 1.25 

ee a re 6.24 -75 


Full Deal 450 pieces cost you only $100.00. Half Deal 
(half quantity) costs we only $50.00. Your margin 


BACKED BY CO-OPERATIVE | =: 
EFFORT TO TREBLE YOUR SALES.......... 


More women than ever before can now afford GLASBAKE. They have always wanted it—now the price barrier 
is down. National advertising over a period of months announces the new low prices. Large attractive colorful 
window posters enable you to make a commanding display and cash-in on the advertising. A new label attached 
to each utensil does a real selling 
job for you—that’s our idea of 
cooperation with GLASBAKE 
dealers. Order from your jobber 
—if he is unable to supply you 
— write us direct. 


NATIONALLY 
ADVERTISED 
IN PAPERS LIKE 
FREE WINDOW THESE = 


7,490,000 families are being told about 


DISPLAY P OSTERS the advantages of using GLASBAKE 


and that the new reduced prices make 














AME: SERVE KEEP 





Pp. ; - ; , \ : 
Pac ce eae Caseig dames, this ware the most economical oven Net just an ad or two but o continunus 
Side posters 14''x21"'. glassware to use. up an increasing flow of buyers to your store. 


GLASBAKE 


THE OVEN GLASS THAT BAKES QUICKER 
M°KEE GLASS CO. 1010 BULLET AVE. JEANNETTE, PA. 


ESTABLISHED 1853 
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SPECIFICATIONS P. & B. TYPE G. &B. TYPE SUPER 
FOR MODERN GUM MODERN GUM 

IDEAL VARNISH VARNISH VARNISH VALSPAR 
|. EXTREME LIFE YES YES YES 
II. QUICK DRYING NO YES YES 
Ill. COLOR PALENESS YES YES 
IV. BRUSHING ABILITY NO YES 
V. BOILING OIL TEST YES 
VI. HOT WATER TEST YES 
Vil. ALKALI TEST YES 
Vill. ALCOHOL TEST YES 
IX. ADHESION TEST YES 
X. ACCEPTABLE ODOR YES 
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The ideal varnish should pass all these ten specifications. 


Super Valspar is the only varnish that passes every test. 


UPER VALSPAR sets 


NEW QUALITY STANDARD 


ILLIONS of dollars have been spent to 

tell the Valspar story of “the Varnish 
that Won't Turn White!” Ever since 1907, 
Valspar leadership has been accepted 
throughout the United States. 


Now Super Valspar sets an even higher 
standard of quality. ... Super Valsparnot 
only passes the famous boiling-water test 
but it is unaffected by boiling oil at 403 


degrees Fahrenheit. 


Super Valspar is made by the Valenite 
process, exclusive with Valentine & Co. 
The facts about the superiority of Super 
Valspar are told at a glance by the chart 
at the top of this page. 











































NEW 5-POINT 
SALES PLAN 
GETS RESULTS 


With a remarkable new product geared to present-day needs, 
Valentine & Co. also introduce a new up-to-the-minute 5-Point 
Sales Plan. Here is what this new Plan does for you: 








1 Makes it possible for Valspar Dealers to increase profits on greatly reduced 
inventory. 


2 Doubles and trebles the effectiveness and selling power of store helps for 
dealers. 


3 Offers dealers the strongest window display service in the industry. 


4 Offers remarkable new campaign—distinctive and practical aids for every 
dealer’s salesman. 


5 And finally—modernized Financial Plan to enable Valspar Dealers to meet 
present conditions. 

More details? Your Valspar salesman will 
gladly furnish them. Here is a chance to make 
more sales, bigger profits,—to cash in on this 
a, new opportunity for up-and-coming dealers. 
With a product that is again 25 years ahead 
of competition. Valentine & Company, Makers 
of Valspar Finishes, 386 Fourth Avenue, New 
York City. 
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G. & B. TYPE 





































FOR MODERN GUM MODERN GUM SUPER 
IDEAL VARNISH VARNISH VARNISH VALSPAR 

|. EXTREME LIFE YES YES YES 
Il. QUICK DRYING NO YES YES 
Ill. COLOR PALENESS YES YES 
IV. BRUSHING ABILITY NO YES 
V. BOILING OIL TEST YES 
Vi. HOT WATER TEST YES 
Vil. ALKALI TEST YES 
Vill. ALCOHOL TEST YES 
IX. ADHESION TEST YES 
X. ACCEPTABLE ODOR YES 
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The ideal varnish should pass all these ten specifications. 


Super Valspar is the only varnish that passes every test. 


SUPER VALSPAR sets 


NEW QUALITY STANDARD 


ILLIONS of dollars have been spent to 

tell the Valspar story of “the Varnish 
that Won‘t Turn White!’ Ever since 1907, 
Valspar leadership has been accepted 
throughout the United States. 


Now Super Valspar sets an even higher 
standard of quality. ... Super Valsparnot 
only passes the famous boiling-water test 
but it is unaffected by boiling oil at 403 
degrees Fahrenheit. 


Super Valspar is made by the Valenite 
process, exclusive with Valentine & Co. 
The facts about the superiority of Super 
Valspar are told at a glance by the chart 
at the top of this page. 
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NEW 5-POINT 
SALES PLAN 
GETS RESULTS 


With a remarkable new product geared to present-day needs, 
Valentine & Co. also introduce a new up-to-the-minute 5-Point 
Sales Plan. Here is what this new Plan does for you: 


1 Makes it possible for Valspar Dealers to increase profits on greatly reduced 
inventory. 


2 Doubles and trebles the effectiveness and selling power of store helps for 
dealers. 


3 Offers dealers the strongest window display service in the industry. 


4 Offers remarkable new campaign—distinctive and practical aids for every 
dealer’s salesman. 


5 And finally—modernized Financial Plan to enable Valspar Dealers to meet 


present conditions. 

More details? Your Valspar salesman will 
gladly furnish them. Here is a chance to make 
more sales, bigger profits,—to cash in on this 
new opportunity for up-and-coming dealers. 
With a product that is again 25 years ahead 
of competition. Valentine & Company, Makers 
of Valspar Finishes, 386 Fourth Avenue, New 
York City. 
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Good Chisels 7 


Reasonable Prices | 


ee Union Hardware Chisels | 
are made of good mate- 
rial, the fine steel my 
blades cut keenly, hold (i) 
their edge and give last- |? 
ing satisfaction. Blade |@ 

and socket made in one- | 
piece of solid steel. The | bi 
handles furnished with | 


UNION 


HARDWARE 
CHISELS 


are seasoned White 
Hickory. All standard 
sizes of Chisels and Ts A 
Gouges, plain or bevel (yi) ))) 
edge, with plain hickory \ 
handles or leather tip- 
ped. 











Socket firmer, cabinet, 
socket butt and framer 
patterns; also socket 
firmer gouges. Chisel 
sets and chisel handles. 
Ask your Jobber to sup- 
ply you. 
Send for Catalog No. 10. 


Reg. U. S. Pat. Off. 
Established 1854 


TORRINGTON, CONN. 
New York Office: 151 Chambers St. 
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SANDER 
RENTAL PLAN 
AN UNUSUAL SUCCESS 


(Quotations from May 12th issue of 
HARDWARE AGE) 


“The actual experiences of hardware dealers in rent- 
ing sanders, as shown by reports HARDWARE AGE 
has received from 42 stores, indicate that the plan 
has proven unusually successful.” 





Among the many profit examples cited in this article 
are: “P. C. Kerns Sons, Buffalo, New York, have had 
a rental sander for a year, and it has been rented 100 
days.—W. Hubbard Hardware Company have had 
their sander only a month, but it has brought in $90.00 
in rental fees.” 


In regard to extra floor finishing materials sold: “Most 
of the estimates as to the amount of such materials 
sold in conjunction with renting a sander range from 
$2.50 to $6.00, although some dealers declare the 
average sale involves even larger sums. 















The CLARKE rental plan provides you 
with everything necessary to getting 
the business. Hundreds of dealers are 
following it with phenomenal success. 
Get the complete details concerning 
this plan and the one floor sander that 
is really practical for rental purposes 
IMMEDIATELY. Use the coupon. 





~_ CheNew- _.,, 
DREADNAUGHT 6 


PORTABLE DUSTLESS SANDER 


The Result of 16 Years of 
chnowledged Leadership 


MAIL THIS 4 
‘eq elt} Je). | 


NOW! 













Clarke Sanding Machine Co., 
Dept. H-16, Muskegon, Michigan 


Send complete information on your new dreadnaught 6 Dustless Sander 

and rental service plan. 
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GOING UP! 


IS THE POPULAR TREND OF 





MODERN DOORS 
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HIS principle of door action, which 

causes doors to glide up overhead, 
safe from damage and out of the way, 
has won universal acclaim. 


Extra floor space is now made available 
through the removal of the doors from 
their former obstructing location. Also, 
the danger of doors becoming acciden- 
tally injured by bumping or slamming is 
forever ended with the advent of the 


DOOR 
om 0 Natien SET 


These exceptional sets are stoutly constructed of finest 
materials and have exclusive features which promote 
their smooth, uninterrupted working efficiency. Quiet- 
acting springs perfectly counterbalance the weight of 
the doors. A slight pull on the lifting handle starts 
the doors gliding up overhead, leaving full clearance 
of the opening. 


Doors are furnished completely glazed. Hardware is 
mounted in place; installation is accurate and simple. 


Architects, builders and dealers everywhere are com- 
pletely sold on the merits of this worthy addition to 
the National Line of Builders’ Hardware. 


Write today for full particulars regarding this fast-, 
selling door set and learn about the generous 
advertising help we furnish to promote its sale. 








Two-car garage with single door 





Six-section door for extra head clearance 


National hardware 
is sold direct to the 
retail dealer—a policy 
that promotes quality, 
service and direct 
selling cooperation. 
































NATIONAL MANUFACTURING COMPAN 


STERLING 
ILLINOIS 
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KEET, until the first of this 
year, has not had a tremen- 
dous growth in our section 


of the country. Our gun club is 
one of the oldest, if not the oldest, 
incorporated gun club in the 
country, and has enjoyed a long 
record of success, but until Janu- 
ary of this year nothing but 
straight sixteen-yard targets were 
shot. 

Beginning last year we, as 
dealers, sensed the growth of our 
shell business in skeet loads, and 
a gradual growth of interest in 
our town in the matter of skeet. 
After due consideration, the gun 
club decided that it would be 
greatly to their advantage to 
have a skeet field, for if they did 
not, a skeet club at a separate lo- 
cation would be the result, and in 
a community of our size it 
seemed very undesirable to have 
the shooting interests divided and 
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The author and 
his dogs. 


ly Howarp M. Newron, Pres. 
Cook, Newton & Smith, Inc. 





RIGINATED about six years 

ago to fill the need for a 

shooter’s sport, under pro- 
visions more closely resembling 
actual hunting conditions than is 
possible in the regular form of 
trapshooting, the popularity of 
Skeet has grown apace. Nearly 
eight hundred Skeet clubs are now 
in operation; eleven State Associa- 
tion have been organized, and 
twenty State Championship shoots 
were conducted last’year. By spon- 
soring and encouraging the sport 
many enterprising retailers of guns, 
shells and allied supplies are pav- 
ing the way to increased profits. 
The least elaborate type of Skeet 
field can be installed at the nomi- 
nal cost of fifty dollars. Full par- 
ticulars describing how to equip a 
Skeet field and other pertinent in- 
formation on the subject may be 
obtained from the National Skeet 
Shooting Association, 108 Massa- 
chusetts Ave., Boston, Mass. 





separate organizations to handle 
the skeet shooting’ and the 
straight target shooting. We, 
therefore, went to work last De- 
cember and our skeet field was 
officially opened on Jan. 9. 





New Haven, Conn. 
(A Retailer ) 


The layout is rather unique, 
as we have built it around the 
edge of a pothole, necessitating 
a platform of thirty feet in 
height being built for our sta- 
tion eight position. This makes 
a very novel layout and many ex- 
perienced skeet shooters, whom 
we have invited to shoot at our 
field, have been enthusiastic in 
its praise. 

Certain direct and decisive ad- 
vantages have followed the in- 
stallation of this field. With con- 
ditions as they are, comparative- 
ly few men in our community 
feel that they can shoot at the 
traps every Saturday. On the 
other hand, they do feel that they 
can shoot twice a month. We, 
therefore, inaugurated the pro- 
gram in January of shooting 
every Saturday at the club, with 
skeet and straight target shooting 
on alternate Saturdays, weather 
permitting. This cut down the 
shooting expenses for the man 
who cares for only one type of 
shooting, and we were perfectly 
fair in the amount of time given 
to each. We have kept a record 
of every shot fired at the club 
since the first of the year. From 
Jan. 9 through June 14, our club 
and guests shot at 22,075 skeet 
targets and 16,600 straight tar- 
gets. Under prevailing condi- 
tions, and in a community as 
small as ours, this is an extreme- 
ly interesting and remarkable 
showing. Of course the straight 
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targets total of 16,600 is not only 
substantially less than the skeet 
total, but it represents far less 
shooters taking part in the activ- 
ity, as in straight targets it is 
very easy to throw many more 
targets per man in a short after- 
noon shoot. 

Furthermore, we find that the 
skeet field has strengthened our 
club through the addition of 
many new members, particularly 
among the younger shooters. 
There are many good field shots 
in our section brought up on 
woodcock and partridge. In 
many cases these men find 
straight targets monotonous, but 
at skeet they can use the same 
gun they use in the field, and 
keep in shooting form the year 
round. It is my firm belief that 
as the sport grows the skeet shoot- 
ers will keep shooting through 
every month of the year regard- 
less of weather conditions. 
Whereas; frankly, it seems to me 
as if the dyed-in-the-wool trap- 
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shooter, thinking of his regis- 
tered average, only occasionally 
comes out of his shell during the 
late fall, winter and early spring 
months, and really doesn’t settle 
down to shooting seriously until 
just before the opening of the 
straight target season. 

There is a sociability and 
good-fellowship on the skeet field 
which also adds greatly to the 
sport and makes the game far 
more attractive to the younger 
shooter. 


From Dealers’ Viewpoint 


Now from the dealers’ point of 
view. In 1931 our shot shell 
sales went ahead of 1930, which 
pleased us very much on aécount 
of the really hard work we had 
put into shooting promotion. A 
careful analysis of these sales re- 
vealed a very interesting fact, 


/ 


namely, that 714 chilled trap 


loads had fallen off a bit and 
that the increase in total sales 
was due to one thing only, name- 
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ly, to the big increase in skeet 
sales, which we had been ship- 
ping to skeet clubs. We have 
some fine skeet teams in our 
State. Our connections with these 
organizations have been extreme- 
ly beneficial for us, and in addi- 
tion to the shells sold, there are 
always guns, shooting jackets, re- 
coil pads, and everything that 
goes with the game. Briefly, the 
skeet game has not only given 
a lot of pleasure to a great num- 
ber of shooters who otherwise 
would not have been interested 
in a clay target, but it has also 
brought a lot of business to the 
progressive dealer who has 
grasped his opportunity. 


Congress Will Consider $1 
Stamp to Conserve Ducks 


The Senate Committee on Con- 
servation of Wild Life Resources has 
reported favorably on the proposed 
“Duck Stamp” bill. This means that 
the bill, which provides for a $1 
Federal migratory hunting stamp, 
will likely receive early consideration 
when Congress reconvenes in Decem- 
ber. The stamps would be sold to 
wildfowl shooters at postoffices of all 
county seats, and at postoffices in 
other prescribed: towns. 

The plan was determined upon as 
a convenient means for enabling 
hunters to obtain the stamps. Ad- 
ministration of the act, however, 
would be in the hands of the Depart- 
ment of Agriculture and under the 
direct supervision of the Biological 
Survey. 

Ultimately, the stamp fees are ex- 
pected to raise $1,500,000. 

The bill was prepared as the re- 
sult of the tremendous opposition 
that developed against the proposed 
cent-a-shell tax, which was vigorous- 
ly opposed in a series of articles: 
which appeared in HARDWARE AGEL 
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The COST of 








AX complaints are as old as 
taxes. To have taxes linked in 
the common mind with the in- 
evitability of death has doubtless 
saved tax-layers times without num- 
ber from a righteous reckoning at 
the hands of tax-payers. The first 
citizen ever to sign himself “Tax- 
payer,” as he fulminated in his local 
newspaper against the high cost of 
living under a town council, may 
have been taken seriously. But “Tax- 
payer” as the final and identifying 


word in a letter to the editor long. 


ago wore out its efficacy as a spur to 

‘official action. And in all the reck- 
less boom that burst three years ago 
our citizenry were far too intent on 
the pursuit of quick wealth and on 
the enjoyment of things for which 
they had sold out their future to give 
heed to the steep ascent of the cost- 
of-government curve in the years 
since the war. 

In no other depression has the 
cost of government been so forcibly 
held up to business, big and little, 
as a factor in its own cost. For the 
first time, in the records of causes 
and effects of American panics and 
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ably wasteful! 


solution. 


A. 1. FINDLEY 


business reactions, as economists 
have written of them, rapidly rising 
government expenditures are now 
listed among the major ills from 
which industry and finance are suf- 
fering. It has been brought home 
to the millions of unemployed that 
excessive cost of government has 
operated powerfully to take away 
their jobs. 

Nothing was so disheartening, in 
the deepest of the gloom that over- 
hung all business in May and June, 
as the spectacle of a Congress that 
for weeks ignored the mandate of 


By A. I. FINDLEY 


Editor Emeritus, The Iron Age 


Government cost is enormous and inexcus- 


Federal, State, county and municipal taxes 
—all must be cut with a heavy hand. 


This is the first of a series of articles depict- 
ing the tax problem and the steps toward its 


the nation for an economy in Gov- 
ernment expenditure like that to 
which the vast majority of the people 
had been forced by a calamitous loss 
of income. Never did American 
business men get a clearer call to 
make themselves felt in the shaping 
of Government policies than that 
which came from Washington in that 
crisis. Never before did an Ameri- 
can President feel called on to say 
in effect and publicly that both the 
action and inaction of Congress were 
a threat to the nation’s credit, and 
thus to stir the people to demand that 
Congress ‘squarely face its duty and 
balance the budget. Little wonder 
that fear for the American dollar 
ruled every department of business 
when in less than four months three 
billions of treasury raids had clear 














WAR TAKES 72 PER CENT OF FEDERAL OUTLAY 


Per Cent 

of Total 

World War debt (interest 16%, principal 139%) .............. 0c cece cece cece 29 

War pensions, compensation and veterans’ care...................ccceeeeeeee 27 
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majorities in the House of Represen- 


g tatives. 
While the immediate perils of 
those trying months have been 


averted, there should be no illusions 
as to the gravity of the tax problem. 
Representative McDuffie, of Ala- 
bama, chairman of the Special Eco- 
nomy Committee of the House, in 
saying recently that at least $600,- 
000,000 must be cut from Federal 
expenditures in the next two years 
E (only $150,000,000 was saved by the 
E economy bill for 1933), warned that 
a if governmental expense is not cut 
down, the business depression will 
not end and even may be intensified. 
“We are facing a situation,” he 
added, “from which no one—Federal 
official, member of Congress or 
private citizen—can turn away. The 
Government faces the same economic 
extremities that confront private busi- 
ness, industry, and even the home. 
This is a time for united action and 
unstinted cooperation. . . . The 
burden of taxation is properly placed 
upon wealth, yet taxes placed upon 
the rich are usually, in the last 
analysis, passed on, with the result 
that practically every citizen, be he 
ever so humble, pays his part of the 
cost.” 

The country has been told that 
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per cent is Federal. 
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F about $15,000,000,000 of total an- 
nual taxes in the United States, 70 
per cent is State and local and roundly 30 


when Congress adjourned in July it 
had balanced the budget for the 
fiscal year ending June 30, 1933. 
Already it is plain that the taxes now 
in force will fall much short of the 
budgeted outgo, and from the mem- 
bership of both houses at Washing- 
ton have come predictions that new 
sources of revenue must be found in 
the coming winter. 

Surprise, not only at the stupen- 
dous size of the nation’s tax bill but 
at the speed at which it has grown, 
is first in the emotional response of 
the public to its recent discoveries 
about government cost. Farm land 
values have shrunk woefully. Prices 
of farm products are below a living 
level. Real estate all over the coun- 
try has depreciated a fourth to a half 
or more. Prices of commodities have 
fallen more than 35 per cent since 
the depression came. Earnings of 
industrial labor (not the rate, but 
the sum total) are down 50 to 60 per 
cent. 

Before the recent rise, the great 
mass of stocks and bonds—the excep- 
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overnment Must Come Down 


tions were notable—were selling at 
10 to 50 cents on the dollar. Yet 
with all this cataclysmic destruction 
of wealth and incomes, involving 
alike industry, commerce, banking— 
capitalist, industrial worker, farmer, 
every earner of salary or wage— 
government expenditure, grown since 
the crash of 1929 and still growing, 
towers menacingly. 


A Nation-Wide Cry for Relief 


The heat of the tax-aroused citizen 
is not to be allowed to cool. All 
over the country chambers of com- 
merce, tax leagues and citizens’ pro- 
tective committees are at work, and 
hundreds of new organizations have 
sprung up to inform the people and 
to make their will known to officials, 
State, county and city. Congressmen 
heard from more of their constituents 
in the first half of 1932, it is safe 
to say, than in any like period in 
their official life, all putting in de- 
cisive terms the call for immediate 
and drastic economies. Trade asso- 
ciations, national, State and local, 
are making government cost cutting 
their major activity. Thus far, at 
least, as a clipping service test no 
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D ISTRIBUTION of the Four Billions of Annual Federal Outlay; 72 Per Cent Goes 

to War Pensions, War Debt and Military Defense —Diagram from a forthcoming 

chart of the National Association of Manufacturers, based on data from Govern- 
ment sources. 
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doubt would show, the campaign for 
tax reduction has had a larger place 
in newspaper space than the cam- 
paign for the Presidency. 

American business men seem to be 
taking the measure of the job ahead 
of them. They have started by ham- 
mering away with effective rouse- 
ments on the astounding growth of 
government outlay under the squan- 
der system of these years last past. 


Simple Subtraction vs. Complex 
Increase 


Finances of the average American 
family, as it now peers into the 
fourth year of business decline, are 
not complex. The figures dealt with 
have shrunken greatly since 1929. 
It is a simple “example” in subtrac- 
tion, linked up to the difficult prob- 
lem of managing to get along on 
what remains of the minuend. But 
when the intelligent householder 
seeks to know why his tax bill is so 
high, when his income has fallen so 
low, and why his cost of living has 
followed his income only part of the 
way down complications begin at 
once. Confronting him are bewilder- 
ing details of economics and govern- 
ment functioning, that with their in- 
tricacies and contradictions seem to 
leave him as much without help as 
without hope. 

In the campaign of education now 
being pushed on so many fronts, 
stress has been put everywhere on 
the way increase of government cost 
has been outrunning increase in na- 
tional wealth and national income. 
It is not so many years since an ex- 
piring Congress was held up as an 
arch profligate for being the first 
billion dollar Congress in American 
history. The appropriations of the 
last Congress for running the Gov- 
ernment went well over four billions. 


Every Dollar in Four a Tax 
Dollar 

In 1913 government costs, Federal, 
State and local, were 8 per cent of 
the national income. 

In 1924 they were 11.5 per cent 
of the national income; in 1928 they 
were 14 per cent of the national in- 
come. 

In 1930, with all taxes estimated 
at 13.5 billions and national income 
at 71 billions, the percentage of Gov- 
ernment cost had risen to 19. 

In 1931 national income had fallen 
to 55 billions, while taxes were more 
than 14 billions. So that one dollar 
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out of every four received by the 
American people last year in wages, 
salaries and return on investment 
was taken from them in Federal, 
State and local taxes. 

As 1932 income has been falling, 
the rise of government cost to more 
than 25 cents of every dollar of na- 
tional income is plainly indicated. 

Both inherent and acquired is the 
tendency of taxes to increase faster 
than income and population. In the 
40 years between 1890 and 1930 na- 
tional income went from 12 billions 
to 71 billions. Government expendi- 
tures, Federal, State and local, in the 
same 40 years, increased from 855 
millions to 1314 billions, or by 1500 


per cent. 
For each inhabitant the cost of 
government which in 1890 was 


$13.60 had swelled to $107 by 1930. 
It is now estimated for 1932 at $31 
for Federal and $85 for State and 
local expenditures—a total of $116 
per capita. 


Double Population, Sixteen 
Times Government Cost 


Between 1890 (when it was 63,- 
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“The Forgotten Man” 


000,000) and 1930 our population 
practically doubled. 

In the same time, with a develop- 
ment of material wealth never paral- 
leled, national income increased six 
times—from 12 billions to 71 bil- 
lions. 

In the same 40 years Government 
expenditures increased 16 times (855 
millions to 13,250 millions) —eight 
times the rate of population increase 
and two and two-thirds times the rate 
of increase in national income. 


Local Levies Grow With Federal 
Deficits 


Federal tax burdens have been 
made spectacular of late by the 
bonus marchers and the amazing 
proposals at Washington to vote bil- 
lions, whatever the consequences to 
the nation’s credit. Yet the rate at 
which State and local expenditures 
have been mounting has never had 
front page attention, though for years 
it has been of front page importance. 
From $7.3 billion in 1925 the cost of 
State and local government has now 
reached $10.7 billion, an increase of 
50 per “cent in seven years. In the 
same period, on the face of things, 
Federal appropriations for the run- 
ning of the Government have in- 
creased only fractionally ($3.8 bil- 
lion in 1925 and $4.2 billion in 
1931). But these figures take on a 
very different look in the light of 
the Federal deficits and short time 
borrowing that have come in fashion 
latterly. It is a fair estimate that 
new Government issues in the fiscal 
year ending next June will run be- 
tween $2,000,000,000 and $3,000,- 
000,000, while for the fiscal year 
ended June 30, 1932, the excess of 
Federal Government expenditures 
over receipts was well above $2,000,- 
000. No reader of HarDwareE AGE 
need be told what these stupendous 
sums will mean for future budgets. 


Federal Taxes 30 Per Cent of All 


In a later article something will be 
said of the causes of the present ex- 
travagant outlay of States and mu- 
nicipalities; but first we shall set 
down the figures for Federal expen- 
diture and over against them those 
for State and local expenditure. 
These and the annexed “pie” charts 
will show how the load is distributed. 

For the fiscal year ending June 30, 
1933, the operating expenditures of 

(Continued on page 56) 
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Bust Among Ourselves 


by CHARLES J. HEALE 
Editor, Hardware Age 


LSEWHERE in this issue is 

a news story of a very for- 
ward looking, courageous mer- 
chandising campaign by the 
Pyrex Housewares Division of 
Corning Glass Works. With full 
confidence in its definite distribu- 
tion plan, this company has an- 
nounced price reductions on its 
entire line. Reduction in some 
cases being as much as 50 per 
cent although the high standards 
of quality are to be maintained. 
At a substantial cost, new auto- 
matic machinery has been de- 
veloped to justify the lower 
prices on the expectation of great- 
ly increased volume. The com- 
pany has a 100 per cent hard- 
ware wholesaler selling plan to 
be supplemented with its own 
crew of missionary field men 
whose orders will be placed 
through wholesalers. In fact, 
the entire campaign is an ex- 
ample of putting into practice 
the principles of the HARDWARE 
AcE Platform, presented to the 
industry in our Sept. 29 issue. 
Although I cannot claim that 
this platform had anything to 
do with the “Pyrex” program, 
which was based on a three year 
intensive study, I am happy to 
see this eloquent confirmation of 
the Platform principles. With 
much interest I shall watch the 
trade support given to this new 
plan, for it has, to my mind, 
exactly the features, which so 
many wholesalers and retailers 
have claimed were necessary in- 
cluding price and distribution 
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methods. Let us watch this pro- 
gram develop. 


—_- HA —— 


B Y this time you have received 

your copy of the Directory 
Number of HarpwareE AGE dated 
Sept. 29, 1932. This supplants 
that familiar old friend “The 
Green Book” which for many 
years helped you find out “Who 
Makes It?” The Directory Num- 
ber does that now. As a supple- 
mentary service the “Who Makes 
It Editor” answers special in- 
quiries of this nature. He takes 
those questions (and answers) 
that he knows are of general 
trade interest and publishes them 
in each issue of HARDWARE AGE. 
Judging from the telegrams, let- 
ters and phone calls since the 
Sept. 29 issue was mailed, this 
Directory Number is going to 
have even more friends than its 
forerunner the popular “The 
Green Book.” HarpwaRE AGE 
will welcome your comments on 


this “Who Makes It?” issue. 


— ) 


Chain stores must be getting 
sick of some of their own tricks. 
For years they have been identi- 
fied with price cutting, and have 
been directly responsible for cre- 
ating extremely high and unjusti- 
fied store rentals. Prominent in 
chain store progress have been 
the Walgreen and Liggett drug 
chains. The other day Mr. Wal- 
green came out very strongly for 
the elimination of crazy price cut- 
ting, and urged more attention to 
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better quality, etc. Mr. Liggett, 
with equal: ardor is fighting for 
lower store rentals. Both claim 
they must either win their fights 
or close up shop. Both problems 
were incident to chain store de- 
velopment. Relief from both will 
please independent retailers. 
From the chain standpoint it 
looks like the “chickens coming 
home to roost.” Percentage leas- 
ing looks good from where I sit. 
Must look into this subject and 
report later. 


ee FEA 


Gillette recently won a lawsuit 
against the Hawley Hardware 
Co., Bridgeport, Conn. Hawley 
bought a carton of razor blades, 
ngt made by Gillette but for use 
with its blade holder. Two pack- 
ages were sold, presumably to 
Gillette representatives. Hawley 
was advised to stop selling these 
blades, but took no notice of the 
warning. Later came the lawsuit 
for the profit on the two packages 
of blades sold—about 15 cents. 
Obviously Gillette was seeking a 
test case for precedent and not 
merely the 15 cents. Now, if 
something could be done to main- 
tain prices on all safety razor 
blades or the retail hardware 
dealer put in position to meet ac- 
tual existing price competition, I 
could get excited on the subject. 
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Ballantine Hardware Co., Warsaw, N. Y. 





Fatt Hardware Windows 
Are Qutstanding 


HE average hardware store 

stock offers more opportu- 

nity for artistic and sales 
promoting window displays than 
other stores have at their dis- 
posal. Guns and ammunition, 
housewares that suggest cozy eve- 
nings at home; radio goods, 
games, etc., all create a desire 
for ownership. 

Nature provides the decorative 
material and the suggestions for 
your color schemes. Autumn 
leaves and colors are the perfect 
properties for your window dis- 
plays at this time; but here we 
must commence our planning. 
Merchandise, show cards and 
price tickets should be sufficient- 
ly in contrast to relieve the mon- 
otony of the color scheme. In the 
case of a dominating color of 
tans and brown, such as provided 
by autumn foliage, a generous 
number of white cards will help 
the window. 
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In displays like that of the in- 
door games window on page 31, 
black, red and white make good, 
snappy, contrast. The black sug- 
gests the long, dark evenings, the 
red will call to mind the warmth 


of the home and fireside, while 
the white provides the accent. 
That “snaps up” the window. 
These things are effective because 
they are subtle in their appeal. 
The original window sugges- 
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tions for this week again use the 
HarpwarE AGE interchangeable 
display fixtures, previously men- 
tioned in these columns. An eas- 
ily understood sheet of instruc- 
tions for building these fixtures 
is available, without obligation, 
for window trimmers who wish 
to make their own fixtures. A re- 
quest to the Window Display. Ed- 
itor will bring the instructions 
promptly. Hundreds of window 
trimmers in all parts of the coun- 
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AS A REAL FIREPLACE 






try have availed themselves of 
this additional service to our 
readers. 

In the Hallowe’en window the 
large pumpkin will give a domi- 
nating color upon which to base 
the rest of the display. Obvious- 
ly black will be the color to use 
with this orange. The pumpkin, 
of course, may be painted on a 
compoboard cutout. The sil- 
houettes cut from black material 
and placed upon a background 
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Barber & Ross, Washington, D. C. 


of orange crépe paper will be 


very effective. 


4:Bat Plywood 


PING | 
PONG 


SET 


m 98° 4 
OCTOBER'S 
Talkerticket 


The corners of this ticket 
painted in light sky blue will look 
well if the warm tans of autumn 
are used for the balance of the 
display. Brown or black letter- 
ing will be best. The prices could 
be in red. The card can be ivory 
or white. Remember to get real 
selling information in your price 
ticket copy. 
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Welcoming the 


N eweomer . - 


Larcumont, N. Y.—I am writing to 
inquire if you have a copy or can sug- 
gest where I can get the material to 
word a letter to be sent to all new prop- 
erty owners moving to town—G. W. 
MERRELL. 


Following are some letters which 
have been successful with other hard- 
ware merchants. 


GLENDALE HARDWARE CO. 
GLENDALE, CAL. 
Dear. Mr. 


We have just learned of your mov- 
ing into a new home and are writing 
you giving you an invitation to come 
in and inspect our complete line of 
hardware, paints, household supplies 
and sporting goods. 

In moving, you no doubt broke or 
lost a few articles, or maybe a little 
paint to touch a piece of furniture 
that was scratched in the moving. 

Again assuring you of our desire 
to have you avail yourself of our 
stock and service and make you one 
of our many satisfied customers, we 
are 





At Your Service, 
THE GLENDALE HARDWARE CO. 





GLENDALE HARDWARE CO. 
GLENDALE, CAL. 


We have just learned of your ar- 
rival in Glendale to make your home, 
and wish to congratulate you on 
your selection. 

As we desire to meet and know 
everyone in Glendale we cordially in- 
vite you to come in and look over our 
complete stock of hardware, paints, 
household supplies and _ sporting 
goods. 

No doubt you need a little paint or 
a few pieces of hardware in fixing 
your new home to suit you, and we 
are in a position to help you make 
your selection. 

Again assuring you of our desire 
to become personally acquainted with 
you and make you one of our custom- 
ers, we are, 


At Your Service, 


THE GLENDALE HARDWARE CO. 
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AUSTIN & SHRADER BROTHERS 
FURNITURE AND HARDWARE 
LITCHFIELD, ILL. 


Dear Sir: 

We learn that you are a stranger 
within our gates and beg to extend a 
very cordial welcome to our city. A 
new resident is at a loss to know 
where to trade, for it is easy to fall 
into deceptive hands. 

Our reputation is an open book to 
all who will inquire into our record 
for honest dealings. 


Any want, however small, will be 
filled at a very low price. Command 
our services if we can tender you any 
information regarding our city. 

We occupy two large stores at 214 
and 216 North State St. It is a de- 
partment store, comprising, among 
other lines, the following: Furni- 
ture, stoves, carpets, bedding, rugs, 
shades, lace curtains, portieres, 
dishes, sewing machines, hardware, 
vehicles, harness, paints, etc. 

With best wishes and the hope that 
we may soon have the pleasure of 
meeting you, we remain, 

Yours very truly, 





Dear Friends: 

We are pleased to know your 
hearts have been united in the holy 
bonds of matrimony. Please accept 
our sincere congratulations, with a 

(Continued on page 61) 
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May 26, 1932 
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Watson! Your coat quickly! 


We haven't a minute to lose! 


My reputation will be ruined unless I oan find why a certain Mr. Rood 
has. been missing from Alexander Grant's for such a shocking long time. 


You see, Watson, everybody in the store - especially Mr. Roy Grant - has 
been looking for him and still he doesn't appear. So, Mr. Grant challenged 


me to bring him in. 


Ah, Watson, it is a most distressing case. Grant's have such wonderful 
bargains this Spring in all departments and they carry a full assortment 
of nationally advertised lines that I can't understand why Mr. Grant hasn't 
found him in the store recently. 


Come, come Watson - why do you think he disappeared? We must not waste 
any further time in getting to the bottom of this mystery, because I 
fear greatly for the peace of mind of every person at Grant's, for they 
certainly do want this customer back. 


“) eel 


now employed by 
ALEXANDER GRANT'S SONS 


P. 8. Could you give us any help in this beffling case? 











A letter which was successful with accounts that had been inactive 


HARDWARE AGE 











Your Government Competes With 
You and Other Business Men 
in All These Lines 


have for entering so many fields of business in addition to 


EW people realize the staggering amount of gov- 
ernment competition faced by private enterprise. 
This competition embraces manufacturing, repair 
services, sale at retail and enters practically every field of 
American business. Whatever reason the government may 


making more public jobs, the fact remains that it does so 
in competition with those who pay the taxes that make 
government possible. Such competition should be stopped. 
Lines of business in which the Government competes. 


LIST OF ACTIVITIES BY GOVERNMENT IN FIELDS OCCUPIED BY PRIVATE ENTER- 
PRISE, PREPARED BY NATION’S BUSINESS, OFFICIAL PUBLICATION, CHAMBER OF 


Airplanes, manufacture and re- 
r 


ai 
Anchors, manufacture 
Architectural services 
Anti-toxins, manufacture 
Asbestos gloves, manufacture 
Assaying ores 
Automobile license tags, manu- 
facture 
Automobile repair shops, opera- 
tion 
Awnings, manufacture 


Baking 

Banking 

Barge lines, operation 

Binocular manufacture 

Boiler building shops, operation 

Bookbinding 

Brick making 

Brooms, manufacture 

Blue-printing, production 

Boat building 

Brick and Masonry, 
projects 

Bronze casting 

Bronze forging 

Brushes, manufacture 


research 


Cabinet making 

Catapults for launching aircraft 
from shipboard, manufacture 

Cattle ranching 

Canneries, operation 

Cans, garbage, etc., manufacture 

Canvas 

Card Indices, 
distribution 

Chain, manufacture of several 
kinds 

Cheese factory, operation 

Chromium plating plant, operas 
tion 

Coal, mining 

Coal, storage and sale 

Coinage, presses, scales, 
trucks, manufacture 

Copra, sale 

Coffee roasting plants, operation 

Coffee, importing and selling 

Cold storage business 

Compasses, airplane 

Coppersmithing 

Cotton, buying, selling, exporting 


preparation and 


and 


Dairy farming 

Dairy products, preparing and 
selling—financing 

Department stores, operation 

Die making 

Diesel engines, building 

Dredging contracts 

Dry cleaning establishments, 
operation 

Dry docks, operation 


Eggs, business of collecting, 
storing and selling—financing 

Electrical repair business 

Electrical equipment, testing 

Electric power, production and 
distribution 

Employment bureaus, operation 

Engines, gasoline 
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Engineering services, on build- 
ings and equipment 

Engraving, making and printing 

Envelopes, sale at retail as dis- 


tributor of envelopes pur- 
chased at wholesale ' 
Express business, operation 


through parcel post 


Ferries, operation 

Fire extinguishers, manufacture 

Flood control works, construc- 
tion 

Florists’ business, operation 

Freight-forwarding 

Fruits and vegetables, 
sale and retail 

Furniture, wood 

Furniture, metal 

7“ capture and sale at auc- 
ion 


whole- 


Gas masks, manufacture 

Gasoline, sale at retail 

Glassware, scientific manufac- 
ture 

Glue, manufacture 

Grain business, including owner- 
ship and operation of eleva- 
tors, etc.—financing 

Grapes, distributing and selling 
—financing 

Groceries, wholesale and retail 

Gum, for stamps, etc., manufac- 
ture 

Gun making 

Gunpowder, manufacture 


Hammocks, manufacture 

Harness making 

Helium, production 

Hog raising 

Horse breeding 

Hotels, operation 

Hospitals, operation for cases 
which should not go to fed- 
eral institutions 

Hospital supplies, distribution 


Ice, artificial, manufacture and 


sale 

Illuminating projectiles, manu- 
facture 

Ink, manufacture 

Instrument making 

Insulating board, development 
of manufacture from corn- 
stalks 

Insurance, life 

Insurance, marine 

Insurance, of merchandise in 
transit 

Insecticides, manufacture 


Knit goods, establishments of 
standards and research proj- 
ects 


Laundries, operation 

Laundry baskets, manufacture 

Life floats, manufacture 

Livestock commission business— 
financing 





UNITED STATES 


Local delivery for merchants, 
operated through parcel post 

Lockmaking 

Lumber manufacture 


Machine guns, manufacture 

Mail bags, manufacture 

Marine engines, building 

Marine repairs, all kinds | 

Market news service, operation 

Milk business, retail distribu- 
tion—financing 

Material testing 

Mattress making 

Meat packing ; 

Meats, wholesale and retail 

Medal making 

Medical supplies, distribution 

Medicine, practice of through 
persons employed to render 
professional services 

Metal alloys, development 

Metal-working shops—for all 
products of machine shops 

Money, transfer of funds through 
money-orders 

Mortgage loans on agricultural 


ands 

Mortgage loans on agricultural 
personal property 

Motion picture theatres, opera- 
tion 

Municipal engineering 

Music, supply for entertainment 


Nursery stock, growing 


Ocean transportation, cargo 

Ocean transportation, passenger 

Optical glass, manufacture 

Optical goods, manufacture and 
repair 

Overalls, manufacture 


Paint making 

Painting 

Paint and varnish brushes, man- 
ufacture é 

Paper, production on experimen- 
tal basis 

Petroleum, storage and sale 

Photo-engraving 

Photostats, production 

Pilotage service 

Plantations, operation 

Platinum refining 

Plumbing, research projects 

Pottery, research projects 

Poultry, handling, storage, and 
sales—financing 

Poultry raising 

Printing, operation of great print- 
ing establishment and nu- 
merous smaller 

Printing envelopes, 
of orders and sale 

Printing press rollers, manufac- 
ture 

Propellers, casting 

Publishing—publication and sale 
of many books, pamphlets, 
etc. 


solicitation 


STOP THIS COMPETITION! 





Radio equipment, repair shops, 
operation 

Radio programs, preparation and 
execution 

Radio receivers, manufacture 

RZadio service, operation 

Railroads, ownership and opera- 
tion ; 

Repair shops for railroad equip- 
ment—operation 

Reindeer meat, wholesale 

Rental properties—operation 

Rice, handling and _ selling— 
financing 

Rodent poison, supply and ad- 
visory services 

Rope making 

Rubber mill, operation 


Saddle making 

Sail making 

Salvage, marine 

Sand and gravel, supply 
Sausage making 

Savings banks : 
Sheet metal shops, operation 
Ship chandlery business 
Shipbuilding 

Shoes, manufacture 

Small arms, manufacture 
Smokeless powder, manufacture 
Stables, commercial 

Steel castings 

Stevedoring 


Tabulating machines, building 
Tanks, gasoline, etc., production 
Tank cars, operation 
Tents, making P 
Telegraph cables, marine, oper- 
ation i 
Telephone service, operation | 
Telescopes, astronomical, build- 


ing 
Textiles, cotton, manufacture 


Timber lands, ownership and 
operation 

Time-pieces, testing ! 

Tobacco, handling and selling— 
financing 


Torpedo manufacture 
Thermometer testing 
Towboat services 


Underwear, manufacture 
Uniforms, manufacture 


Valves and parts, making 

Varnish making , 

Veterinary medicine, practice of 
through emplyoment of per- 
sons to render professional 
services 


Water terminals, operation 
Warehousing ; 
Wheat, buying, selling, exporting 
Woodworking shops, operation 
Wool, financing of business— of 
buying, grading, and selling 


Yarn making 
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Youth Must Be “Swerved” 


Boys are the shrewdest of buyers — cultivate 
their confidence if you would sell the family. 


HE backbone of every 
. is the steady, reg- 

ular customer, who thinks 
of your store as being the logi- 
cal place to go when he needs 
hardware, and has confidence in 
your merchandise and _ prices. 
Every time one of these old 
loyal customers steps out, his 
place is taken in the community 
by one of the younger genera- 
tion. If you are not cultivating 
the confidence of the new gen- 
eration your business is sure to 
show the wear of time. 

If you were to move away 
from your community for five 
years, you would find on return- 
ing changes greater than you 
could imagine. Boys you re- 
membered as “just schoolboys” 
would be men very active in 
business who in some cases had 
entirely replaced some oldtimer. 

To say you should cultivate 
the business of the coming gen- 
eration is putting it mildly. You 
should be doing everything pos- 
sible to win the confidence of the 
younger generation. To do this 
you almost have to be one of 
them. Some one person in your 
organization should make it his 
job to build up your business 
among boys. Tell him how im- 
portant this job really is, and 
help him map out a program of 
work along this line. 

Have an assortment of mer- 
chandise wanted by boys and 
have it priced right. Do not be 
undersold on boys’ merchan- 


dise. Boys have a_ limited 


34 


By Chas. J. Crawford, Manager, 
Barrett Hardware Co., Joliet, 
Ill., Who Practices What He 


Preaches 


amount of money to spend and 
must make it go as far as pos- 
sible. They know what they 
want and they find where they 
can get the most for their 
money. The store that sells them 
is going to be their store. 
When a boy wants roller 
skates he looks all over town to 
see what he will have to pay for 
them. He knows he will have to 
be posted when he asks Dad for 
the money. If he finds what he 


wants in your store he is going 











to give his Dad a selling talk on 
your merchandise which will be 
one of the best pieces of adver- 
tising you could ever get. If all 
the boys in town were telling 
their Dads about your store you 
would not have to worry much 
about the future. Have you ever 
noticed how much price compe- 
tition you have had on roller 
skates? The chain stores are 
using them for just that purpose 
and you can beat them at their 
own game if you will. 

Marbles have been considered 
as being too small a line to 
worry about. The few penny 
sales were not considered worth 
the time it took to sell them, but 
if you knew that it is possible to 
sell from 5000 to 20,000 mar- 
bles in a season and some of 
them for as much as 25 cents 
each you would realize that 
marbles: are profitable and they 
bring many fathers and mothers 
to your store. 

Every boy is airminded and 
at some time or other he builds 
model airplanes. The  invest- 
ment required to supply him 
with the necessary material is 
small. It will bring a steady 
stream of boys to your store. 
When a boy builds a nice model 
ask him to let you have it to put 
in your display window with his 
name on it. He is sure to bring 
his Dad down to see this dis- 
play. 

Always have a pocketknife at 
a boy’s price. When you dis- 

(Continued on page 60) 
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HIS week there will be held 
here in New York the Direct 
Mail Advertising Associa- 


tion Convention. The President 
of the Advertising Club of New 
York asked me to take the sub- 
ject, “What Management thinks 
of Direct Mail as a Means of Ad- 
vertising and Selling.” So I said 
to myself, “this only means a 
trip up and down on the subway 
and two hours time, so I will ac- 
cept.” It seemed easy. This as- 
sociation must have published 
something on the subject because 
I have been receiving dozens of 
letters from merchants, trade 
papers, daily papers and others, 
asking for copies of my address, 
my photograph, the story of my 
life, etc., etc. Evidently these di- 
rect by mail advertisers must be 
a busy crowd. They have come at 
me so hard that I have been los- 
ing sleep at night thinking of 
what I am going to talk to them 
about. There must be a lot of 
interest in direct by mail adver- 
tising notwithstanding the fact 
that the cost of postage has ad- 
vanced. 

One thing about these conventions 
is sure, everytime I attend one I 
learn something myself, and I am 
sure this is not going to be the ex- 
ception. I am looking forward to 
having a good time at this conven- 
tion and learning all the modern and 


most up to date ideas on direct mail 
advertising. 
*% * * 

Recently, Mr. Atkinson, Mr. 
Grogan, the President of the Brook- 
lyn Hardware Association, Mr. H. A. 
Cornell, a retired hardware man de 
luxe, and Mr. S. H. Victors called for 
me at five o’clock and took me over 
to Brooklyn to attend one of the 
Brooklyn Hardware Dealers’ Month- 
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All in the Day’s Work 


By SAUNDERS NORVELL 


ly Meetings, but before going to the 
hotel they decided to show me some 
of the unusual sights of Brooklyn, 
and these sights certainly were un- 
usual. From my office windows I 
can see the town of Brooklyn, but I 
could not see some of the things that 
brother Atkinson showed me. “In 
one of your articles,” he said, “you 
wrote that 60 per cent of the things 
that affected a merchant’s business 
were entirely outside of his control.” 
“Now,” he said, “I want to show you 
that what you said was absolutely 
true. So he drove me to the neigh- 
borhood in Brooklyn where the 
ferries formerly stopped. These 
neighborhoods were absolutely de- 
serted. There were buildings and 
stores without a living soul in them. 
Stop and think of a city with blocks 
and blocks of warehouses, tenements 
and retail storerooms all vacant and 
empty. There was nobody in the 
streets. It was a dead city. It re- 
minded me of some of the mining 
camps I have seen out West after 
the mines played out and the boom 
is over. Just empty houses falling 
to pieces. It is a sad sight. This 
condition was brought about because 
the tunnels and bridges from New 
York to Brooklyn took the place of 
the ferries and the busy streets 
around the ferry terminals just 
literally died. 

The next sight was a city of shacks 
built on government owned land. 
This was the city of the unemployed. 
There were hundreds and hundreds 
of these shacks built of all kinds of 
materials. On the corner was a city 
hydrant and the inhabitants, as we 
passed, formed in line with their 
buckets, drawing water, evidently to 
prepare the evening meal. This was 
a curious sight, a sad phase of our 
modern machine civilization. 

The next sight was along the 
docks. It was a ship yard. Dozens 
and dozens of large ships tied 
up to the piers and to each other 
abandoned and rusting away. This 
was just another indication of the 











depression existing in the shipping 
business. One of the gentlemen in 
our party, Mr. Cornell, referred to 
the time during the war when these 
shipyards were scenes of great ac- 
tivity, employing thousands of men. 
Now nothing was to be seen but an 
occasional watchman walking his 
rounds. 

Then for a change we drove to 
Prospect Park, one of the most 
beautiful parks in the country. I 
was informed that this park was 
given to the City of Brooklyn by the 
Society of Quakers and they received 
one right when they deeded the prop- 
erty to the city and that was they 
could maintain their ancient burying 
grounds, so we stopped and looked 
over this small cemetery surrounded 
by the magnificent drives. Every 
now and then, I was told, there is a 
funeral when some member of an 
old Quaker family is buried in the 
family lot. This cemetery was also 
quaint and its location, of course, 
was unusual. 

Our next stop was the Bossert 
Hotel. On the high roof of this 
hotel there is a restaurant arranged 
in all respects like a ship. The wait- 
ers are all in the uniform of sailors. 
You would think that you were on a 
liner, crossing the ocean. And what 
a*magnificent view! Below us was 
New York Harbor, Governor’s Island, 
the Statue of Liberty and all kinds of 
ships coming and going, and over 
across the way was the Cunard Build- 
ing where “yours truly” dictates 
these articles. It was just sunset. 
There was a magnificent color in the 
sky. Notwithstanding the depression 
we had an excellent dinner. 

Then came the hardware meeting. 
We had a lot of fun. Along with 
some serious talks a lot of good 
stories were told. These retail deal- 
ers have a keen sense of humor and 
they took a good many friendly 
cracks at some of the peculiarities 
of manufacturers and jobbers. It 
was almost past the hour of midnight 
when they took me to the subway 
and shot me back in the tube under 
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the harbor to the Grand Central Sta- 
tion. Brooklyn has a population of 
2,596,154. 

* * * 

Here is a good one. An elderly 
lady held up the crowd at the ticket 
window “Of Thee I Sing.” She had 
bought two tickets for six dollars. 
The ticket seller, of course, added 
the sixty cents tax. She objected. 
She said she had seen that play once 
before and had not paid this tax. 
“But,” said the ticket seller as the 
long waiting line grew nervous, “the 
government added this tax and you 
will have to pay it.” The lady paid 
and as she walked away she was 
heard to say, “This is an outrage. 
It is a shame. The government 
should pay this tax themselves.” 


* * * 


Fifth Avenue is having an anni- 
versary. The slogan is to “sell qual- 
ity goods, quit pushing the cheap 
trash on which nobody can make any 
money, and sell something good.” 
I never saw such wonderful show 
windows as you can see now on Fifth 
Avenue and Fifty-seventh Street. 

A debutante I know, just out of 
school, secured a job with one of 
these Fifth Avenue concerns. She 
was offered a small flat salary and 
told she would get a commission of 
5 per cent on her sales. All the 
older girls in the shop, the veterans, 
laughed at this young miss just out 
of school. The second day she was 
on the job, however, she tackled a 
rather plain looking woman and her 
daughter and sold them a wedding 
outfit costing $1,000. Her commis- 
sion for part of a day’s work was 
just fifty bucks. I asked her how 
she did it. She said, “Well when 
this lady came in I noticed she had 
on an old fashioned bracelet. When 
she talked to me I told her I liked 
her bracelet and I also said I had 
a bracelet just like it which I had 
inherited from my _ grandmother. 
This old lady also said she had in- 
herited her bracelet from her grand- 
mother, and so we became very 
friendly just on account of this old 
bracelet.” “Gosh,” I said, “you had 
your nerve when a customer came in 
to talk about the jewelry she was 
wearing.” “Qh,” she answered, “she 
was all right. She did not mind. 
She was very friendly, and who do 
you suppose she turned out to be? 
Mrs. X, one of New York’s million- 
aires.” 
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A young man friend of mine has 
gone into the manufacture of per- 
fumery. According to his story he is 
getting out a first class line. He tells 
me he is selling his perfume through 
young women all over the country, 
who have never worked before. On 
account of the depression they need 
money, so he is fitting them out with 
a line of samples and they are sell- 
ing perfume to their friends and 
neighbors. He said it was remark- 
able how the orders are coming in, 
and how large some of the orders 
were. Some people still seem to 
have money. 


* * * 


A dealer has written me that he 
struck a good scheme for reducing 
his cutlery stock. He has bought 
some nice boxes, fixed up assortments 
of kitchen cutlery at medium prices 
and is turning these samples over to 
some of the unemployed men and 
women of his town to sell from house 
to house. He divides his profits with 
them. It is surprising how many 
orders they are taking. “A curious 
fact stands out,” so he said, “and 
that is one of his unemployed sales- 
men who knows the knack of the 
thing can sell four or five times as 
much as the others.” It is all in the 
“know how.” 


* * * 


There are some compensations in 
writing these articles. Several 
months ago I received a letter from 
Mr. P. C. Beamer, a hardware man 
of Hilo, the Hawaiian Islands. He 
invited me to sail over to see him. 
He told me all about the splendid 
fishing they had in his neighbor- 
hood. I wrote asking a rain check 
on his invitation. The other day, 
imagine my surprise, when Mr. 
Beamer, himself, called on me here 
in New York. He leaded his auto- 
mobile on a ship, landed in San 
Francisco, and is now touring the 
United States with his family, just 
looking us over. We had a good 
talk about the hardware business of 
the Hawaiian Islands. 

He told me some interesting things 
about the natives, the tourists and 
the naval officers. His sympathies 
were largely with the Hawaiian 
people. He states when it comes to 
hospitality, courtesy and other at- 
tributes of civilization they well 
average up with any of the white 


races, and if anything just a little 


better. 
* * * 


Have you studied the last issue of 
the HarpwarReE AcE, “Who Makes 
It?” Just stop and think of all the 
work it took to bring out this num- 
ber. Somebody certainly worked. 
It is a regular encyclopedia of hard- 
ware information. Every manufac- 
turer in the hardware line, every 
jobber, every retail dealer and every 
salesman should have a copy of this 
issue of the HARDWARE AGE ready 
for reference. The first thing I did, 
of course, was to look up our line 
and see how it was illustrated and 
described. It was all there. Then 
I looked up our competitors’ lines 
and, of course, all of their lines were 
also there, all well described and all 
well illustrated. 

However, it will be good to have 
this book on the table of my office 
so anytime any question comes up 
about any manufacturer’s line I can 
get the answer not only immediately, 
but in a definite form. This issue 
of the HarpwarE AGE is nothing but 
a digest of the catalogs of several 
hundred manufacturers. It would be 
invaluable to every hardware buyer 
in the country. 

I suppose this issue will also be 
mailed to all foreign countries and 
no doubt will lead to inquiries and 
business on many lines of goods 
from foreign dealers. The Harp- 
waArE AGE in the writer’s estimation 
deserves the congratulations of the 
trade upon the production of this 
monumental accomplishment. 


* * * 


Charles F. Abbott, Executive 
Director of the American Institute of 
Steel Construction, talked last Thurs- 
day at the Sales Executive Club of 
New York. “He pointed out that 
business recovery, already apparent, 
will be augmented by the new sales 
policies that are necessary to meet 
new conditions. Since forced sales 
have not paved the way out of the 
depression, it is now time to start 
with profits first, and work for a 
profit on each business transaction. 

While there were laughs when he 
said that “Business without profit is 
not business any more than a pickle 
is candy,” he meant exactly that. 
The wise sales executive, he con- 
tinued, will take the lead in the cam- 

(Continued on page 60) 
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Building Recovery Under Way 


Expenditures are Expected to Total 134 Billion Dollars 
During Twelve Month Period Just Begun 


REVIVAL is under way in 

the building industry. Build- 

ing has already begun its 
steady, though slow, upward swing. 
Excluding minor projects which do 
not entail architectural services, and 
Federal and other publicly financed 
work, expenditures totaling $1,753,- 
806,000 are expected in the period 
from September, 1932, to September, 
1933, inclusive. These and other 
particulars concerning building pros- 
pects are learned from a recent fore- 
cast issued by the American Archi- 
tect. The conclusions reached in the 
forecast were developed from direct 
reports received from 1,636 represen- 
tative architects, and on facts ob- 
tained from other authoritative 
sources. 

Factors indicating recovery, ac- 
cording to the forecast, are: the first 
tangible results from the Reconstruc- 
tion Program, which has been under 
way for the past two years; the return 
of public confidence; evidence of re- 
newed industrial activity; the unsat- 
isfied normal building requirements 
of several years’ standing; the more 
promising outlook in the mortgage 
money situation, and a growing real- 
ization, on the part of the public, of 
the economies attendant to building 
now. 

The forecast points out that a stead- 
ily increasing demand for many prod- 
ucts has been noted, representing ac- 
cumulated requirements from a 
period of almost total abstinence 
from buying. Regarding this, the 
forceast states that the building field 
has yet to feel the resulting reaction, 
because it has always been one of the 
last industries to reflect improvement. 
The explanation given for this is that 
a lengthy period usually elapses be- 
tween the inception of a building 
project and the time when manufac- 
turers are called upon to supply the 
necessary materials or equipment. 

The survey shows that building 
and modernizing projects now in 
planning and already financed 
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amount to $572,738,000. Contem- 
plated construction, based on archi- 
tects’ records checked by business 
conditions in each state, reaches an 
additional figure of $1,181,068,000. 
Of the total of more than one and 
three-quarter billions, $299,623,000 
is in new building projects already 
financed and under planning for im- 
mediate construction. 

In the actual new building projects 
there are 1,145 dwellings below $20,- 
000, costing $10,171,500, and 203 
dwellings from $20,000 up costing 
$8,104,000. Of apartment buildings 
and hotels there are 128, represent- 
ing a cost of $18,155,500, and 24 
hotels costing $4,490,000. In con- 
templated construction there are 
3,429 dwellings below $20,000, cost- 
ing $26,822,700 and 582 dwellings 
from $20,000 up costing $21,677,500. 
There are 573 contemplated apart- 
ments and apartment hotels that will 
cost $136,150,000, and 130 hotels 
that will cost $43,923,000. Anyone 
interested may obtain estimated fig- 
ures for their state, by requesting 
them from Harpware AGE. Such 
state figures have been segregated 
into four classes of actual and an- 
ticipated construction activity. 

Relative to modernization projects, 
which will not be carried out through 
the architect, as in the case of many 


small jobs, an observation is made in 
the forecast that the average expendi- 
ture for modernizing building has 
been approximately 15 per cent of 
the total spent in new construction. 
However, in view of the growing in- 
terest in this subject at the present 
time, it is anticipated that this aver- 
age will increase to perhaps 20 per 
cent or 25 per cent of the total ex- 
penditure for building materials. 

In summing up all of the principal 
points brought out by the forecast, it 
appears that the coming year will 
mark the beginning of recovery, espe- 
cially in residential construction, 
with activity centered largely on 
homes of moderate cost. This is con- 
sidered probable because this is the 
type of construction for which first 
mortgage relief is promised. 

Public financed buildings will, of 
course, contribute tremendously to 
the total volume, and as has previ- 
ously been mentioned, figures quoted 


do not include this work. In fact, 
the revival when sums _ involved 
are considered will primarily be 
in public buildings, _ hospitals, - 


institutions, and schools of all types. 
Some recovery in the industrial build- 
ing classification is foreseen, because 
as industrial activity increases, mod- 
ernization and construction of factory 
buildings will be most essential. 





Home Modernizing Campaigns Successful 


(From Our Washington Bureau) 
OVEL methods have been successfully 
employed in different communities to 
stimulate public interest in reconditioning 
and improving homes. This is shown by 
reports received by the Home Moderniz- 
ing Committee of the Department of Com- 
merce. 

Moving a rundown house to the heart 
of the business section and completely re- 
conditioning it in plain view of the pub- 
lic was part of a recent plan sponsored by 
Detroit architects and members of the local 
building industry. A smaller town in the 
northwest used military bands and deco- 
rated floats in a building parade. The 


floats were decorated so as to show com- 
parative costs of building materials today 
against prices of several years ago. The 
modernizing campaign in this community, 
with a population of 26,000, resulted in 
expenditures of $300,000 for labor and ma- 
terials. In another city a group of special 
operators was employed for a full day in 
calling up homeowners and tactfully sug- 
gesting that the time was opportune for 
home improvements. 

Files of the Commerce Committee show 
that approximately $55,000,000 has been 
spent or pledged for labor and material in 
71 cities as a result of organized home-im- 
provement campaigns. 


37 
















LETTERS 


That Price Question 


A southern hardware wholesaler sends 
us this interesting letter he received from 
a manufacturer in reply to a complaint on 
prices: 

“We have your card of Aug. 16, advising 
us that our quotation of Aug. 15 is too 
high. 

The prices quoted you on Aug. 15 rep- 
resent our cost plus a very, very small 
margin; in fact, your price to the dealer 
will carry twice as much or more margin 
than we make, and yet we buy the raw 
material in large quantities, carry it on 
hand for your convenience, and quote you a 
low price to help you boost your volume. 
When we say you, we do not mean your 
company. We mean the jobbers in general. 

Now somebody comes along and quotes 
a price that does not carry a profit for 
them, and keeps us from making a small 
profit we are asking. All of this price 
cutting and overeagerness to get business 
is adding to the demoralization of the busi- 
ness of the manufacturers and the jobbers; 
everybody cuts just a little more and final- 
ly all concerns end up in the bankruptcy 
court. 

Our financial condition is good, and if 
we are unable to market our products at a 
profit we are not going to market them at 
all. We believe that if there ever was a 
time to take a firm stand in regard to 
making a profit it is now, and it does not 
matter whether a firm is financially sound 
or unsound, its position cannot be bettered 
without selling with a profit. We are go- 
ing to make money, we may not make 
much, but we are firm in our determina- 
tion in running our business on a substan- 
tial basis, and we feel sure that if this 
stand was taken by manufacturers, mer- 
chants and jobbers what business would 
be done would be of a substantial nature, 
and the people who work for a living 
would not have to accept a mere pittance 
for their work. 

Please do not take these expressions as 
criticism of your card; we do not blame 
you; we blame the manufacturer who does 
not know or who ignores his cost. 

We are making a quality product and 
guarantee to replace any connector that is 
defective in manufacture, and in the event 
you can see your way clear to give us some 
business it will be appreciated, and in con- 
clusion permit us to thank you for consid- 
ering our quotation. 
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The Cash Discount 


Cincinnati, Ou10.—Your story on page 
29 of the Sept. 15 issue touches upon a 
subject which has been discussed many 
years, and as Mark Twain said about the 
weather, “Nothing has ever been done 
about it.” It would seem that those in 
position to benefit most from a strict appli- 
cation of discount terms would be the ones 
to uphold them. Apparently the opposite 
is the case and today there is practically 
no cash discount in some lines—the cash 
discount has actually become just another 
trade discount. And—it is probably just as 
well that this is so. 

J. M. Harcrave, 
Cincinnati Tool Co. 


Wholesaler Is Essential 


Baton Rouce, La.—I have been reading 
and thinking quite a lot the hottest days 
of this extremely hot summer, and one of 
the things that has astonished me most 
is how cowardly some of our old reliable 
manufacturers have become. In fact, some 
of them have resorted to selling dealers 
direct in a desperate effort to market their 
merchandise when they know that this 
method of merchandising is nothing less 
than suicide, as it hay wrecked great man- 
ufacturers such as you know about with- 
out my calling names. 

A few years ago I had a feeling as 
though the hardware jobber was on his 
way out of the picture—same as the whole- 
sale grocers in many localities are. How- 
ever, after considerable study, I find that 
the hardware jobber is more essential 
than ever before, due to the fact that the 
public, as a whole throughout this coun- 
try, demands service and quality above 
everything, and this method of merchandis- 
ing is the only thorough way of bringing 
this service about. 

We have read quite a bit lately as to the 
number of changes we are forced to go 
through. However, I have noticed particu- 
larly, lately, a change which some of the 
manufacturers are going through that I 
fail to understand, and that change is this: 


@ A few years ago they would have fired a 


salesman who would have dared to take on 
other merchandise to sell other than their 
own. But today they have reversed this 
very important opinion and have called 


to the Editor 


their salesmen in and encouraged them to 
take on additional lines of other manufac- 
turers. This, in itself, proves to me that 
the manufacturers are weakening and do 
not have very much confidence in the fu- 
ture. 

It strikes me that this is the time to 
build up and establish confidence rather 
than wilfully tear down. We can see no 
earthly good in allowing salespeople to 
work for so many different concerns, as it 
goes without saying you only get what 
you pay for, whether it’s in merchandise 
or help. 

I positively do not believe that a sales- 
man can serve two masters well. I realize 
it is easy to criticize and what you, as 
manufacturers, desire rather than criticism 
would be a sentence or two along construc- 
tive lines, and this is what we have to 
offer. 

We are living in an age of specializa- 
tion and, too, the lines which we find are 
holding their own during this depression 
are the ones that we are specializing on; 
for example, in the medical profession we 
have baby specialists, blood specialists, 
skin specialists, stomach specialists, lung 
specialists, and goodness knows what all 
else. We realize that this is a very ex- 
pensive procedure, but it simply seems to 
be what the public demands. 

If this is true in medicine it is also 
true in hardware, and I cannot for the life 
of me understand why our manufacturers 
cannot vision this and send to us well- 
trained salesmen who are equipped with a 
full knowledge of their respective lines, 
so they can equip us as jobbers with the 
necessary data so we in turn can pass it 
on to the dealer and the dealer to the con- 
sumer. 

I would suggest further that rather than 
allow a salesman to take on additional lines 
I would request more territory and that he 
make more calls per day and quit talking 
about the weather, appendicitis operations 
and many other unnecessary things which 
they are all in the habit of discussing; and 
that they spend more time talking about 
their products which they are paid to talk 
about and, too, they should forget that 
anyone else makes the items they are sell- 
ing other than themselves. In other words, 
quit advertising their competitors. 

We find that there is a lot of unethical 
selling today and this is brought about, we 
believe, by a salesman being so desperate 
to make sales to satisfy their hungry fac- 
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tories that they will resort to most any 
kind of tactics to secure an order. This 
we do not approve of, as we firmly be- 
lieve in everything constructive, and, as 
stated above, we believe that salesmen 
should be allowed to represent one factory 
and do this well, and in so doing it will 
help the industry as a whole. This method 
will give more people work and is bound 
to make them efficient as they will have 
only one line to master and think about, 
thereby being very helpful to all con- 
cerned. I think it should behoove us all to 
do something constructive rather than de- 
structive in times like these. 

I cannot understand what has come over 
the roofing industry. They all tell you 
they are not making any money, and yet 
they have the price situation well in hand 
and should get any price they demand. 
They have also torn down their old estab- 
lished policy of selling jobbers so the job- 
bers in turn could sell dealers. They now 
sell them all alike and I fear that this is 
one move they’re going to regret and I 
certainly wish to go on record as disap- 
proving it. 

I speak as one who has been loyal to 
this industry for over twenty years and you 
can bet that I’m going to be guided ac- 
cordingly. 

In conclusion I sincerely hope that my 
very frank views pertaining to the above 
will cause some of our manufacturers to 
think. If I have accomplished this I will 
be fully repaid for dictating these few 
lines at this time. 

Joun K. Dyer, 
Secretary-Treasurer, 
Doherty Hardware Company, Limited. 


Likes H. A. Articles 


Vancouver, B. C. 

Gentlemen—In perusing your issue of 
Aug. 18 our attention has been focussed 
on the article by Mr. Charles J. Crawford 
entitled “How to Use Last Year’s Rec- 
ords as a Guide to NEXT YEAR PROF- 
ITS.” 

We would like to use this article in the 
October issue of Sunset Hardware Maga- 
zine—published by our company—but in 
accordance with your recent letter we 
wish to secure your approval of such ac- 
tion. We shall therefore appreciate hear- 
ing from you at the earliest moment in this 
regard. 

It is quite likely that we shall also use 
excerpts from Mr. John Sell’s article titled 
“This Sounds Like Hooey” in the same 
issue, and in the event that we decide to 
do so we would naturally like to receive 
your permission in this case also. 

Before publishing same, however, we 
shall await your sanction in both instances. 
Yours very truly, 

McLennan, McFeely & Prior, Ltd., 

Sunset Hardware Magazine. 


Our Ears Are Not Red! 


CLEVELAND, On10—In the Federal Trade 
Commission’s investigation of the Asso- 
ciated Gas & Electric Co. (Sept. 16, 1932), 
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which controls a vast system operating in 
26 states, the commissioner’s examiner, 
Mr. Charles Nodder, testified that a sub- 
sidiary merchandising company collects 
the profits from the sale of appliances from 
the wide network of utility companies, and 
that the operating companies furnish the 
floor space and pay salaries and expenses. 

We are forced to presume that trade 
publications which do not give their read- 
ers information of this kind—information 
coming from the very government itself— 
omit it because of pressure brought to bear 
by some of their advertising accounts. 

Give the public the facts about some of 
these pernicious utility manipulations and 
the public will demand and support cor- 
rective measures. 

A. B. Watton, 
President, 
The American Bureau of Commerce. 





Ready to Cooperate 


Mempuis, TENN.—During these months 
of poor business and unemployment, when 
retailers have to search every available 
avenue for sales, we have run into the 
enormity of the unforgivable money-grab- 
bing practice of the jobbers and whole- 
salers, whom we are dependent upon for 
our merchandise, doing a retail business. 

The reason for the practice is twofold, 
viz., the urgent need for cash and the fear 
that “if we do not sell them some other 
fellow will.” 

The retail dealer is not so much con- 
cerned about the amount of profit he 
loses, though that is very much needed, 
as he is with the fact that all of the pur- 
chasers’ friends know the cost of the re- 
tailer’s merchandise. 

It seems that a hardware man who opens 
a store in a community for the purpose of 
making a living for his family is almost an 
advertising medium for some jobbers. A 
customer wants a saw; comes in the hard- 
ware store, gets all the information as to 
number, make, etc., from the hardware 
man, then goes to the jobber, buys through 
the grocerman, drug store, garage man, 
railroad, dairyman, filling station operator, 
etc. Every man has kinsmen in some of 
these places. 

This nefarious practice, if continued, 
will be the means of destroying inde- 
pendent hardware merchants. No dealer 
can buy from a jobber and survive these 
continued onslaughts. An _ independent 
hardware man certainly could not make a 
go of a store in competition with five and 
ten cent stores. 

One of the practices that jobber sales- 
men are guilty of in every city and town 
is to sell the hardware man’s very best 
prospects for good cash sales, viz., the 
druggist. Whoever heard of a drug sales- 
man calling on a hardware man; the 
grocerman, and whoever heard of a grocer 
salesman calling on a hardware merchant, 
and so on. A hardware merchant who 
buys drugs or groceries or eats at a café 
or restaurant, should certainly expect the 
druggist, the grocerman, the café and res- 
taurant keeper to trade with him. This is 
not the buyer’s fault. Whoever saw a 
drug store without a pocket knife display 
in it? A drug store is no place for a man 


to go when he wants to purchase a knife. 

The retail hardware men of this nation 
cannot stop the practice on the part of our 
jobber friends. We can merely call their 
attention to it and point out its rank in- 
justice to us. 

We stand ready to cooperate with them 
in every way possible. We are dependent 
upon them. They need us and the more 
goods we sell the more they can use us. 
If they will get their heads together and 
make some agreements, then stick to them 
and sell their merchandise through the 
proper channels; they will get the volume 
and we will survive. Otherwise, the time 
can’t be long. 

Joun Beaty, President, 

Memphis Retail Hardware As- 
sociation, and Partner in 
Beaty Bros. 


“The Forgotten Men” 


There is a well known phrase. “The For- 
gotten Men,” which is being widely used 
by a political party in this year’s Presi- 
dential campaign. 

It offers a splendid and timely oppor- 
tunity to remind Mr. unethical manufac- 
turer of the existence of the hardware job- 
ber and his salesmen, who, through their 
efforts, have established their identity in 
the retail field. 

Due to the worldwide economic depres- 
sion which exists today there is a tendency 
for some manufacturers to forget the many 
years of loyal support given by the jobber 
and his salesmen in creating a wide distri- 
bution for his merchandise. 

This natural slump in business, which 
we have all experienced due to the preva- 
lent conditions, has created a selfish de- 
sire with some manufacturers to supposedly 
regain the lost volume of business through 
methods that are destructive to the former 
general business structure and practice. 

Let us analyze this particular manu- 
facturer’s position. We will assume that 
he represents a well known quality line of 
merchandise which is distributed through 
the most well known and representative 
jobbers in a given territory and who cover 
the “entire field thoroughly. 

Adhering to a sound sales policy spell- 
ing profits and satisfaction for all con- 
cerned, due to the lower consumption of 
merchandise in general, his sales begin to 
drop off a little. Immediately he begins 
making plans to regain the imaginary lost 
business, which in reality does not exist. 
He fails to acknowledge lower consump- 
tion. He launches a campaign by offering 
his line of merchandise to additional job- 
bers in the same field, usually the type that 
are price disturbers and who do not con- 
form with the ethical standards set by the 
legitimate jobbers trade, and who ulti- 
mately cause directly the financial downfall 
of this manufacturer and very often lead 
him to a state of oblivion. 

His struggle continuously brings him 
more troubles, due to the fact that he still 
clings to the idea of getting back the 
volume of business. 

He establishes a sales force of his own 
and conflicts with all the jobbers’ sales- 

(Continued on page 57) 
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Additional Provisions and Exceptions to Open 
Season for Migratory Game Birds 1932-33 


INCE publishing in HARDWARE 

AcE, Aug. 4, 1932, issue, data on 
the 1932-33 open seasons for migra- 
tory game birds, supplementary con- 
ditions have been imposed. Released 
by the Bureau of Biological Survey, 
U. S. Department of Agriculture, 
these additional provisions and ex- 
ceptions applying to the chart pre- 
viously published (H. A., Aug. 4, 
1932, page 35) are as follows: 


Unitep STATES 


Banp-TaiLep Piceon.—The only open 
seasons are as follows: Arizona, Dec. 1- 
Dec. 15; California, Dec. 1-Dec 15 (Fed- 
eral regulation); New Mexico, Nov. 1- 
Nov. 15; Oregon and Washington, Oct. 16- 
Oct. 30. 

No Oren Season.—There is no open sea- 
son in the United States on wood duck, 
ruddy duck, bafflehead, cranes, swans, 
Ross’s goose, cackling goose, and shore- 
birds, except Wilson’s snipe and woodcock; 
nor on snow goose in Atlantic Coast States. 
By act of Congress the District of Colum- 
bia has been made in effect a bird sanctu- 
ary; hereafter there will be no hunting of 
waterfowl in the District. 

Live Decoys.—In the taking of wild 
ducks not more than 25 live decoys may 
be shot over. The use of live goose de- 
coys is not permitted in California. 

Baitinc.—Mourning doves may not be 
shot within 100 yards of any area on which 
grain or other food has been placed or 
scattered to attract them. 

Datty Bac Limit.—Ducks, 15 (but not 
more than 5 eider ducks, nor more than 10 
of any one or of all in the aggregate of 
canvasbacks, redheads, scaup, ringnecks, 
teal, shovellers, and gadwalls); geese, in- 
cluding brant, 4; rails and gallinules (ex- 
cept sora and coot), 25 in the aggregate, 
but not more than 15 of any one species; 
sora, 25; coot, 25; Wilson’s snipe, 20; 
woodcock, 4; mourning doves, 18; band- 
tailed pigeons, 10. Not more than two 
days’ bag limit of ducks, geese, and brant 
may be possessed at one time. THESE 
BAG AND POSSESSION LIMITS ARE 
SUBJECT TO REDUCTION BY STATE 
LAWS. 

Opentnc Hour.—The hour for the com- 
mencement of shooting on the opening day 
of the season is 12 o’clock noon, except 
for woodcock, mourning dove, and band- 
tailed pigeon. 

Rest Days.—Rest days are prescribed 
in certain States. CONSULT YOUR 
STATE GAME LAWS. 

AtaBpamMA.—Dove, in Mobile, Baldwin, 
and Washington Counties, Nov. 1-Jan. 31. 

Arizona.—Coot, Nov. 15-Dec. 16. 

CauirorniA.—Gallinule, Oct. 1-Nov. 30; 
rails, no open season; dove, in Districts 4, 
4%, 434, Sept. 1-Oct. 31. 

Fiorwa.—Dove, in Dade, Monroe, and 
Broward Counties, Sept. 16-Nov. 15. Pinel- 
las County closed to all hunting. 


40 


Kansas.—Gallinule, Oct. 1-Nov. 30. 

Micuican.—Woodcock, Lower Penin- 
sula, Oct. 15-Oct. 26; Upper Peninsula, no 
open season. 

New Hampsuire.—Gallinule, Sept. 16- 
Nov. 30. 

New Yorx.—Woodcock, north of main 
line of N. Y. C. R. R. from Buffalo to Al- 
bany and north of Boston & Albany R. R. 
from Albany to the Massachusetts line, 
Oct. 1-Oct. 31; south of above railroads, 
Oct. 15-Nov. 14. 

Oun1o.—Gallinule, Oct. 1-Nov. 30. 

TENNESSEE.—Gallinule, Nov. 1-Nov. 30. 

Texas.—Gallinule, in North Zone, Oct. 
16-Nov. 30; in South Zone, Nov. 1-Nov. 30. 
For division line of zones consult State 
game laws. 

CANADA 


ALBerta.—Ducks, goose, coot, Wilson’s 
snipe, gallinule, north of Clearwater and 
Athabasca Rivers, Sept. 1-Nov. 14; south, 
Sept. 15-Nov. 14. 

British CoLumsBiA.—Ducks, goose, brant, 
coot, in Eastern District, Sept. 15-Dec. 31, 
except in Creston, Nelson, and Kalso-Clo- 
can electoral districts, Sept. 15-Nov. 30; in 
Omineca and Fort George electoral dis- 
tricts, that part of Skeena electoral district 
lying in Eastern District, and Atlin elec- 
toral district north of 56th parallel, Sept. 
1-Dec. 15. Ducks, goose, coot, in West- 
ern District, including Atlin electoral dis- 
trict south of 56th parallel, Oct. 15-Jan. 
31; black brant, in Western District and 
in Atlin electoral district south of 56th 


parallel, Nov. 15-Feb. 28. Wilson’s snipe, 
in Eastern District, Sept. 15-Dec. 31, ex- 
cept in Creston, Nelson, Kaslo-Slocan, 
Skeena, Atlin, Omineca, and Fort George 
electoral districts; in Creston, Nelson, 
Kaslo-Slocan electoral districts, Sept. 15- 
Nov. 30; in Omineca and Fort George 
electoral districts, Atlin district north of 
56th parallel, and that part of Skeena elec- 
toral district lying in the Eastern District, 
Sept. 1-Dec. 15. Wilson’s snipe, in West- 
ern District, including Atlin electoral dis- 
trict south of 56th parallel, Oct. 15-Jan. 
31. Band-tailed pigeon, Sept. 10-Oct. 15. 

Manitosa.—Ducks, goose, coot, rails, 
north of 53d parallel, Sept. 1-Nov. 30; 
south, Sept. 20-Nov. 15. 

New Brunswick.—Ducks, goose, brant, 
coot, rails, on Grand Manan group, Oct. 
15-Jan. 31; woodcock, Wilson’s snipe, on 
Grand Manan group, Oct. 15-Nov. 30. 

Nova Scotia.—Goose, brant, in Halifax, 
Shelburne, and Queens Counties (license 
required), Dec. 1-Feb. 14; ducks, rails, in 
Colchester and Cumberland Counties, Sept. 
15-Dec. 31. 

Ontario.—Ducks, goose, brant, coot, 
Wilson’s snipe, rails, gallinule, north and 
west of. French and Mattawa Rivers, and 
in all Georgian Bay waters, Sept. 1-Dec. 
15; south of French and Mattawa Rivers, 
but not including Georgian Bay waters, 
Sept. 15-Dec. 1; except that eider ducks 
may be taken only in the region north of 
the Quebec, Cochrane, Winnipeg line of 
the Canadian National Railway, Sept. 1- 
Dec. 15. 





The Hardware 


1—With proper cost control, distribu- 
tion from manufacturer to wholesaler to 
retailer will continue the economical and 
practical method for merchandising most 
hardware lines. 

2—Retailers should focus their effort and 
thinking more on selling than on buying, 
and should concentrate their buying in the 





Age Platform 


fewest possible sources of supply. Sales 
opportunities should govern purchases. 
3—The wholesaler function cannot be 
eliminated,-though distribution costs could 
and should be reduced. Cooperative buy- 
ing transfers, but does not eliminate the 
jobbing function and its costs. In most 
cases, cooperative groups could work suc- 
cessfully with existing wholesaler ma- 
chinery, if all factors observe rigidly the 
conditions required in a cooperative 
group. A compromise may be the fur- 
ther development of jobber owned retail 
stores or dealer owned jobbing plants. 
4—Manufacturers’ suggested _ resale 
prices should provide adequate margins 
for both wholesaler and retailer, giving 
full consideration to required stock in- 
vestment and to frequency of turnover. 
Manufacturers who aim to distribute main- 
ly through hardware channels should avoid 
price discrimination in favor of chain store 
and mail order companies. If they fur- 
nish such outlets with competitive grade 
products at special prices they should offer 
their regular distributors the same goods 
on the same basis. 
From the Hardware Age Platform, pub- 
lished in full in Sept. 29 issue. 
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~The General Sales Tax! 


HE sales taxes provided by 
[ite Revenue Act of 1932 

have failed to produce suf- 
ficient revenue. Income from 
this source has not even ap- 
proached the most conservative 
estimates heard when the law be- 
came effective on June 21 of this 
year. All taxation is unpopular, 
but these particular levies are so 
discriminatory, they shriek un- 
fairness to certain groups of pro- 
ducers and distributors. For 
these obvious reasons the next 
Congress will probably make 
every effort to pass a general 
sales tax bill, which will exempt 
only foodstuffs, necessary medi- 
cines, etc. 

In the light of our experiences 
with existing limited sales taxa- 
tion and our crying need for pub- 
lic funds, such a general sales tax 
seems inevitable. While every 
effort must be made to reduce the 
staggering costs of government, 
we are face to face with the cold 
hard fact that immediate moneys 
must be raised. The general 
sales tax appears to be the most 
painless method to accomplish 
this quickly. 

The last Congress was beset 
with the most perplexing budget 
balancing problem recorded in 
our National history. Its efforts 
to pass a general sales tax met 
with considerable disapproval. 
Some manufacturing interests as 
well as organized retailers ob- 
jected to tax col- 
lectors. feared 


becoming 
Economists 


that a sales tax would seriously 
discourage and handicap the al- 
ready reduced buying power of 
the average consumer. Taken at 
face value, at the time, all of 
these reasons were valid. Then 
came months of delay and de- 
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bate. In a sense, sales tax pro- 
posals became a political foot- 
ball. The result was a compro- 
mise—discriminatory. taxation, 
difficult to handle and nicknamed 
appropriately “nuisance taxes.” 
But the outstanding fault of the 
current sales taxes, is the insuf- 
ficient revenue actually realized 
—a situation which must be met 
by the next Congress. The issue 
must be faced squarely and 
promptly. 

Congress meets the first Mon- 
day in December. From this 
time until then, American busi- 
ness men should study the ex- 
periences of Canada which has a 
general sales tax. They should 
weigh carefully every angle of 
the sales tax question without re- 
gard to their previous stand. If 
there is a better way to raise 
necessary revenue, quickly and 
with less relative hardship, let us 
develop that better way. What- 
ever it is to be, American busi- 
ness men should be prepared to 
let Congress know its decisions 
early enough to permit rapid ac- 
tion in Washington. 

In common with many other 
business publications, HARDWARE 
AGE sincerely opposed a general 
sales tax program during the last 
session of Congress. Just as sin- 
cerely, HARDWARE AGE without 
hesitation reverses that opinion 
in the light of experience since 
the passage of the Revenue Act 
of 1932. 

Next week in Atlantic City, 
manufacturers and wholesale dis- 
tributors of hardware will meet 
in annual convention. A feature 
of the program is a talk by Col. 
Hatch, Canadian hardware man, 
who will tell how the sales tax 


operates in Canada. Following 
his remarks it is natural that the 
sales tax will become a subject 
of informal convention discus- 
sion. The delegates may very 
properly go on record for or 
against such legislation. Those 
who cannot be present to con- 
tribute their views should express 
themselves in writing. Ultimate 
action on such a vital problem, 
should have the best thought of 
every hardware man. Unfortu- 
nately there will not be any retail 
hardware conventions between 
now and the time Congress meets. 
That the wholesalers and manu- 
facturers may have the guidance 
of retailers’ views on the sales tax 
question, HARDWARE AGE invites 
their comments and will present 
to the officers of the manufac- 
turer’s and wholesaler’s associa- 
tions all such communications re- 
ceived. Manufacturers and 
wholesalers not attending the At- 
lantic City convention are invited 
to do the same. Letters mailed 
after October 15 should be ad- 
dressed, HARDWARE AGE, care 
Marlborough-Blenheim _ Hotel, 
AtTantic City, N. J. Prior to that 
date use the publication address, 
239 West 39th Street, New York 
City. 

It is assumed that a general 
sales tax would be levied at the 
source and passed down from 
manufacturer-to-wholesaler-to-re- 
tailer-to-consumer as is the gen- 
eral custom with our present 
limited sales tax procedure. 

A general sales tax such as 
would be = an 
measure and tem- 

At the end of two 


recommended 
emergency 
porary only. 
years, when the revenue was ob- 
tained, it would be subject to dis- 
continuance. 
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Two Culprits and the Abuse of 


the Cash 


Discount 


by LLEW S. SOULE 
Contributing Editor, Hanpware AGE 


abuse, but that abuse has grown out of all propor- 
tion during the past few years. It has become so 
prevalent that there is serious talk of its abolishment un- 
less a decided change for the better occurs. Should this 
happen it would be a serious blow to many progressive 
hardware retailers and wholesalers throughout the country. 
Invariably, whenever the business shoe pinches, many 
of those who buy merchandise on the usual “2 per cent 10 
day” plan begin taking that discount without regard to the 
time limit. Ten days become any number from 20 to 90 
or even more. They have been doing just that during the 
past two years, and while there have been protests by the 
shippers, in too many cases it has been allowed to pass. 
It is rapidly reaching a point where buyers are consider- 
ing the cash discount as a part of the purchase price, and 
not what it really is, a cash premium for the prompt pay- 
ment of accounts. 


To cash discount has always suffered more or less 


We do not wish to minimize the fault of those who 
take the cash discount without earning it. They are ab- 
solutely wrong. At the same time we cannot help but feel 
that much of the onus for the present condition rests with 
the grantors of such discounts. If the cash discount is to 
maintain its real identity it will be only because those who 
sell goods insist on strict adherence to terms. Right now, 
a lot of our business men might well take a lesson from 
the record of that old master merchant, E. C. Simmons, 
in the stand he took against encroachment of cash dis- 
count privileges. 


Mr. Simmons would go the limit to help a friend, but he 
absolutely refused to allow anyone to take an unfair ad- 
vantage of discount terms. One of his dearest friends was 
Hamp Williams, a former well known hardware merchant. 
Hamp likewise was a stickler for the ethics of business, 
and as square a man as ever stepped behind a counter. 


Once, during the absence of his employer, an over- 
zealous employee of Hamp’s took some unearned dis- 
counts from Simmons’ invoices. About three days later a 
typical letter was received from Mr. Simmons. It read 
in part as follows: 


“I write you about erroneous deductions that have been 
made in settlement of your bills as per statement enclosed. 
I do not know whether you authorized this or not, but at 
any rate it is a mistake and we cannot allow it. Won't 
you kindly include this amount ($28.29) in your next 
remittance, so that we may keep our books balanced. / 


would consider myself a mighty poor business man if I 
allowed you or any other friend to transgress good busi- 
ness principles, and deduct a cash discount when bills 
have been running over the allowance period. If, however, 
there is any reasonable claim for making these deductions, 
kindly let me know and I will consider it on its merits.” 


Mr. Simmons then offered to donate this amount, after 
it had been paid, to any charity Mr. Williams might name, 
saying that he was not fighting for the money involved, but 
for a business principle. 


Hamp Williams replied, stating the circumstances and 
saying: “In this case we have been wrong, and I wish to 
make amends by enclosing my check for the amount due, 
which is justly yours.” The incident was closed and these 
two men remained close friends through life. 


Let’s be honest with ourselves and each other. The cash 
discount is in no sense a part of the purchase. It has 
nothing to do with price. It is a form of interest, which 
the seller is willing to pay for the privilege of receiving 
the amount due, within ten days instead of thirty days. 
Unless he does receive payment within the specified time, 
a deduction of the cash discount is wrong, unethical and un- 
worthy of a place in legitimate business. The mere fact 
that the taker of unearned discounts is a customer of seller, 
is no reason for the act. Taking advantage of that fact, 
makes it even more reprehensible. The implied threat to 
take his business elsewhere unless the unearned amount is 
granted, ranks almost in the class with blackmail. 


' Be that as it may, it is high time for business men who 

recognize the true meaning and value of the cash discount 
to give the matter serious consideration. Unwise abuse 
of it today may mean the killing of a goose which lays a 
golden egg—an egg which contains an opportunity for 
profit above that earned from the sale of goods. Only 
those merchants who use the cash discount regularly and 
honestly, realize how great that opportunity for profit 
really is. 


Meanwhile the sellers must do their part. Faint heart 
never won a fair lady or maintained a business principle. 
Unless the cash discount is honestly earned, it should not 
be allowed. If it is allowed, the seller who weakly allows 
it must accept his full share of the responsibility. Abuse 
of the cash discount is never a one-man act. There are 
always two people involved—the buyer and the seller. In 
the final analysis, one is as guilty as the other. 
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Bemipj1, Minn.: Who makes an 
electric range having one oven for 
wood fuel and one electric oven? — 
Beltrami Avenue Hardware Co. 

ANSWER: Lindemann & Hoverson 
Co., Milwaukee, Wis., and Geo. D. 
Roper Corp., 707 S. Main St., Rock- 
ford, IIl. 

* * * 

Dover, N. H.: Who makes Crane’s 
water softener?—J. Herbert Seavey. 

ANSWER: Crane Co., 836 S. 
Michigan Ave., Chicago, III. 


* * * 


New York, N. Y.: Who makes a 
door interviewer having a mirror 
like glass enabling a person to see 
from the inside only?—A. W. Gerst- 
ner Co. 

ANSWER: Home Protector De- 
vice Corp., 2230 Bathgate Ave., 
Bronx, N. Y. 

* * * 

Kincman, Kansas: Furnish names 
and addresses of several manufac- 
turers of overhead watering systems 
for lawns and gardens.—The J. E. 
Ferguson Hardware Co. 

ANSWER: White Showers, Inc., 
Detroit, Mich.; G. E. Moody, 1579 
Riverside Drive, Los Angeles, Cal., 
and March Automatic Irrigation Co., 


Muskegon, Mich. 


* * * 

Exicin, Texas: Who makes the 
Dexter line of butcher knives?— 
S. H. Culp. 

ANSWER: Harrington 
Co., Southbridge, Mass. 


* * * 


Cutlery 


New Haven, Conn.: Who makes 
a coffee percolator having a porce- 
lain lining and a nickeled or alumi- 
num exterior?—E. M. Walsh Co. 

ANSWER: Robison-Rochester 
Corp., 176 Anderson Ave., Rochester, 
N. Y. 


* * * 


Or.LANDO, FLA.: Who makes a fox 
horn of the type having a reed in it, 
rather than one which must be blown 
by the proper shaping of the lips?— 
Colonial Hardware. 

ANSWER: Aard-Vark Shop, 2511. 
13 Lincoln Ave., Chicago, III. 
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WuHo 
MIAKES 
Ir? 


Information regarding 
sources of supply as pro- 
vided readers of Harp 
waRE AcE by the Who 
Makes It Editor is here 
presented as an aid to 
others in the trade who 
may be seeking the same 
articles. The inquiries re- 
produced have been selec- 
ted because of their gen- 
eral interest to hardware 
merchants and buyers. 








EASTHAMPTON, Mass.: Furnish 
names of several firms making inex- 
pensive table glassware.—Easthamp- 
ton Hardware Co. 

ANSWER: United States Glass 
Co., 1107 Broadway, New York, 
N. Y.; Federal Glass Co., Columbus, 
Ohio; Libbey Glass Mfg. Co., Toledo, 
Ohio; Hocking Glass Co., 129 Fifth 
Ave., New York, N. Y., and Dunbar 
Glass Co., 1107 Broadway, New 
York Ni ¥. 


% * * 


Stuart, Fia.: Where can repairs 
for Congress Black Beauty fishing 
reels be obtained ?—Ricou Hardware 
Co. 

ANSWER: Montague Rod & Reel 
Co., Montague City, Mass. 


* *% * 


PortacE, Pa.: Advise several 
sources for the following school sup- 
plies: (1) Disinfectant. (2) Ink. (3) 
Paper Towels, in rolls—N. W. 
Moore. 

ANSWER: (1) James Good, Inc., 
2113 E. Susquehanna Ave., Phila- 
delphia, Pa.; C. B. Dolge Co., West- 
port, Conn., and West Disinfecting 
Co., Orchard St., Long Island City, 
N. Y. (2) S. S. Stafford, Inc., 609 
Washington St.; Thaddeus Davids 
Ink Co., 95 Van Dam St., and L. E. 
Waterman Co., 191 Broadway, New 
York, N. Y. (3) Continental Paper 
& Bag Corp., 220 E. 43rd St., New 
York, N. Y.; M. J. Earl, Reading, 
Pa., and Scott Paper Co., Chester, 
Pa. 


DuruaM, N. C.: Furnish address 
of the Dixie Metal Products Co., 
makers of electric irons.—Umstead 
Hardware Co. 

ANSWER: Birmingham, Ala. 


* * * 


Omana, Nes.: Where can we pur- 
chase genuine Swedish cookie form- 
ers?—Paxton & Gallagher Co. 

ANSWER: Sandvik Saw & Tool 
Co., 109 Lafayette St., New York, 
N. Y. 

* * * 

NewakkK, N. J.: Who makes mask- 
ing tape?—J. Heller & Son. 

ANSWER: Seamless Rubber Co., 
New Haven, Conn.; Van Cleef Bros., 
7800 Woodlawn Ave., Chicago, IIl., 
and Johnosn & Johnson, New Bruns- 
wick, N. J. 

* * * 

Rock ianbD, ME.: Who makes but- 
ter color? Also, indelible ink for 
clothes marking machines?—H. H. 
Crie & Co. ' 

ANSWER: Butter Color: H. Kohn- 
stamm & Co., Inc., 83-93 Park Place, 
New York, N. Y., and National Ani- 
line & Chemical Co., 40 Rector St., 
New York, N. Y. Indelible Clothes 
Marking Inc.; The National Mark- 
ing Machine Co., 4020 Cherry St., 
Cincinnati, Ohio, and H. Kohnstamm 
& Co., Inc., 83-93 Park Place, New 
York, N. Y. 

* * * 

Mason, Micu.: Who can supply 
small round wire such as is used for 
stapling berry boxes? Also stapling 
machines to be used for the same pur- 
pose ?—Mickelson-Haugh Co. 

ANSWER: Wire: American Steel 
& Wire Co., 208 S. LaSalle St., Chi- 
cago, Ill., and Acme Steel Co., 2836 
Archer Ave., Chicago, II]. Stapling 
Machines; Automatic Stapler Co., 
Inc., 154 E. Erie St., Chicago, IIl.: 
M. S. Cook, 615 Hudson St., New 
York, N. Y., and yp. B. Crofoot Co.. 
P. O. Box 783, Chicago, II. 

* * * 

EAGLEVILLE, TENN. — Who makes 
tobacco spears such as are used for 
stringing tobacco on tobacco sticks? 
—R. G. Hay. 

ANSWER: Chas. D. Briddell, Cris- 
field, Md. 
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HARDWARE AGE 
ADVERTISING 
SERVICE 














Store Name 


SPECIAL 
TO-DAY 


«or on 


An opportunity to save Real 
Money! These special prices 
are good for today only. 
We’ve provided a large sup- 
ply but these prices are guar- 
anteed only while our pres- 
ent stock lasts, so come 
EARLY. 


Household Scale 


Weighs up to 25 Ibs. 
Glass Dial Front. 00c. 





Double Boilers 


rcmened 4 a — 
omplete with cover. 
1% at. insert. 00c. 


YOUR STORE NAME 
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Ice Skates 


Men’s screw clamp skates. Finest 

quality steel runners, cold rolled 

steel top plates and clamps— 

highly polished. Price per pair 
$0.00. 





AA3 


Steering Sleds 


A beautiful sled with grooved 

steel runners and top of high 

quality ash lumber nicely fin- 

ished in natural color trimmed 

with red. Extra strong construc- 
tion. Price, $0.00. 


YOUR STORE NAME 





This layout is for a 
regular Government —_—— ae See 
Postal Card. Just 
add the additional 
matter and Knives and Forks 
hand this layout 
with cuts to your 


“less steel blades. Six forks with Round dish with handles and 
four stainless steel tines each. 
a Ebony handles. Price per set cover. For puddings, au gratin 
local printer. $0.00 and casserole dishes. 



















By SAMUEL KALP 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 

The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout, keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual features 
or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You'll find us willing to help you sell more hardware at ali times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations on these two pages, inclosing your check for 
$1.25. If you need mounted cuts order them by number given under each cut, 
listing the numbers in a column. Figure the charge of 35e. for each cut 
when less than ten cuts are ordered; when ordering ten cuts or more figure 
the charge at 30c. for each cut ordered. Inclose check with order, please— 
this saves bookkeeping of small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 


(All Ads Are Planned Six Weeks in Advance to Give You Ample 
Time to Order Illustrations) 





Thanksgiving 
S-A-L-E 


A great offering of true values for 

you. Timely things that you need 

for your home. The finest quality 
always at special sale prices. 





Set of Five 
Mixing Bowls 


High grade crystal glass—al- 
ways clean and sanitary. Set 
consists of five bowls 5, 6, 7, 
8 and 9 in. diameter. Price A a 
per set— size —— price 


Food Chopper 


Heavy tinned chopper with three 
self-sharpening cutters—coarse, 





Tnedium and fine. Capacity 








Set of Stainless Steel Casserole Dish 


of Baking Glassware 


Six knives with 5% inch stain- 


Aluminumware Enameled Roaster 


$700 
00c. 0 

















Oval self 

basting seam- 

less roaster 
A large as- of dark blue 
sortment of heavy enam- 
pots and pans el, white 
of heavy grade fleck ed 
aluminumware Lencth : 
Very special at width 
this price. height 

price --— 
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Begin Early Your Promotions 
Of Cooking and Table Needs for Thanksgiving 











A FEAST OF VALUES 


FOR 


THANKSCIVING 


An inviting array of real values for our 
Thrifty customers who appreciate fine quali- 
AAT ty as well as low prices. AA8 











AAI4 























SPECIAL || Buy Silverware Now!|| SPECIAL 
? Election Day 


SPECIALS 


VOTE and then visit (Store 
Name) and see the wonderful 
Specials we’ve provided to save 
you money. Look at these values! 





AA10 








AAQ 
Game Shears Carving Sets 
Fine quality forged] 29 Pe, Set of Silver-| fiate sicker plated (List Specials 
Sse pleted — length ware ee tex with Prices) 
over all 9 in, uine stag handles. 


Service for Six 


Heavily plated with pure 

silver. Beautiful designs— 

expertly finished - Stainless 
steel blades. 


YOUR STORE NAME 














AAI1 (List Thanksgiving 














Table Pad Items with Prices) Casserole 
able Pads Dishes 

A perfect protection— Oval shape dish of 
cotton and wool felt heatproof China—diam- 
covered with  liquid- eter (—) inches. Hand- 
proof Du Pont Fabri- some chromium plated 
koid. frame. 


YOUR STORE NAME Make It Safe 


and Comfortable 
Special for Thanksgiving a in aay a 

- everything you need at (Store 
96 Pe. Set of Quality 


Name). We can save you money, 
Di 
Innerware 


$(00 












(List Winter Auto 
Accessories with Prices) 


Heavy Auto Robes 
$900 Ge 
XN 


Heavyweight all 
wool robe in a 
colorful plaid de- 
sign for Football 


This 56 Pe. set of the finest 
American China, is a wonder 
at this low price. The lustrous 
ivory body brings out the true 
beauty of the artistic floral 






decoration. Service for eight. AA13 games and Winter 
motoring. Sizes —, ; 
weight —. AA16 


YOUR STORE NAME YOUR STORE NAME 
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A REGULAR FEATURE 
OF HARDWARE AGE 


How’s we Hardware Business? 


Mr. James interprets for 
hardware men, such basic 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 
progress, employment, etc. 
He also deals with specific 
price trends, demand for 
merchandise, shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
situation. 











Oct. 11, 1932. 


ACTS and figures continue to 

justify the improved state of 

mind, which has become the na- 
tional habit. The change from last 
spring is fundamental, springing nat- 
urally from the removal of credit strain, 
and from the depletion of supplies to 
satisfy the urgent and everyday needs 
of the people. There is little surprise, 
and less worry, that the heavier indus- 
tries are still slow in swinging into de- 
mand. More significant is the feeling 
and comment of the average retailer, 
the country over, who finds that sales 
are a little better than expected, and 
that the pick-up is lasting so well that 
it can hardly be considered a flash. 
There is evidence from every quarter 
that the psychological phase of the de- 
pression has passed. 


Prices and Credits Steadier 


Prices of all our basic commodities 
seem to have passed their low mark, or 
at least are steady against renewed de- 
clines. American values are more 
nearly in touch with low world mar- 
kets, and our foreign trade balances 
are therefore improving. The sales bet- 
terment now manifest is not accom- 
panied by increasing bank loans, and 
the spread between loans and deposits 
show a healthy rise. Hoarding is less 
and less manifest. The Federal Re- 
serve Banks are gaining steadily in ca- 
pacity to extend credit, and, to a mod- 
erate extent, in credit actually used. 
Mercantile failures are lessening to a 
record below the corresponding period 
of 1931. Building, while still away 
down, has held its own for six or seven 
months, and has halted its previous 
sharp declines. The state of trade is 
so definitely on the mend that, barring 
political upsets, a substantial return to- 
ward normal by next spring is com- 
monly expected. It is_ particularly 


46 


by STEWART JAMES 


cheering to remember that, though 
present retail activity is largely season- 
able, it contrasts with a declining trend 
at this time, in both preceding years. 


Steel Slowly Gaining 


Spokesmen of the great steel indus- 
try feel, as the new quarter opens, that 
steel markets unquestionably are on a 
firmer base. Most recent bookings have 
passed into consumption, and it is be- 
lieved consumption will continue to 
grow. 

Steel production increased, the last 
week of September, one point to 18 
per cent, the highest since the first 
week of June and a gain of more than 
4 per cent during September. This 
rise through September was due hard- 
ly at all to the larger buyers entering 
the market, but to an increase in the 
number of moderate size orders from 
average customers. 


Employment and Industries 


Signs of increased nation-wide mill 
activity are multiplying. The American 
Federation of Labor, in its latest bulle- 
tin, records gains in the employment 
of union labor both in August and Sep- 
tember. Daily reports of the reopen- 
ing of factories, the resumption of re- 
pair work by railroads, additions to 
labor forces, better consumer demand 
for goods of all sorts, ehlarged use of 
electric power, and other significant in- 
dexes combine to prove that the turn 
has been definitely reached. 

Freight cars loaded in the last week 
of September increased about 25 per 
cent over the number in the first week 
of July. The weekly increase has been 
gradual and steady, and cannot be at- 
tributed to anything but a better flow 
of business. 


Trend Toward Better Quality 


There are signs, says Bradstreet, 
that the public is getting tired of price 
appeal. In any given line, the bar- 
gain temptation loses rather than gains 
in strength with each repetition. Price 
appeal alone requires the stimulus of 
continued new reductions. The public 
is, in the long run, appreciative of qual- 
ity, and volume and earnings will prove 
more certain to sellers who feature 


quality and service, together with a rea- 
sonable pricing. 

More advertising, thoughtfully pre- 
pared, and more intelligent and perse- 
vering sales effort, with attractive dis- 
play of merchandise, plainly priced— 
will win customers on a more perma- 
nent basis, than the appeal of promis- 
cuous competition alone. 

Reckless price-cutting has undoubt- 
edly aggravated the problems of the 
depression, and the feeling is growing 
that “the consumer is not entitled to a 
price that has not first afforded a fair 
profit to every necessary and efficient 
agency of both manufacture and dis- 
tribution.” 


Weekly Indexes Recede 


The Annalist weekly index of whole- 
sale commodity prices (1913 = 100) 
dropped to 94.0 on Sept. 27, with a loss 
of 0.9 points for the week. The month- 
ly average for September, however, ad- 
vanced one point—the decline in the 
latter part of the month being insuffi- 
cient to cancel the earlier gains. The 
loss in the late index was nearly all 
due to sharp reductions in the price of 
gasoline, based upon increased gaso- 
line stocks, lower crude prices and ex- 
cessive crude production. Had it not 
been for gasoline the week’s index 
would have, shown practically no 
change. Commodities were generally 
steady or higher, the chief exceptions 
being declines in hogs, cattle, meats 
and hides. 

In the metals group during Septem- 
ber lead was lowered, in several stages, 
from $3.45 to $3 per 100 lb. at St. 
Louis, probably to prevent the sale of 
foreign metal and to discourage an in- 
crease in domestic production. Spelter 
lost 25c. cwt., tin advanced moderately 
and copper held firm. Pig iron and 
scrap steel were unchanged in late Sep- 
tember, rubber advanced Ye. Ib., tur- 
pentine moved up 34c. gal. and linseed 
oil gained fractionally. 


Employment and Wage Notes 


Major improvement in cotton textile 
spinning, one of the nation’s basic in- 
dustries, was reported Sept. 20 by the 
commerce department. The department 
estimated cotton mills were operating 
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in August at 72.4 per cent of capacity, 
on a single-shift basis, while in July 
they operated at barely more than half 
capacity. 

Anthracite employment in Pennsyl- 
vania increased 1014 per cent and pay 
rolls 19.8 per cent from July to Au- 
gust, according to the Federal Reserve 
Bank of Philadelphia. 

Employment and payroll earnings in 
manufacturing establishments of Mas- 
sachusetts showed marked improve- 
ment in August, according to the De- 
partment of Labor and Industries. 

The American Sheet & Tin Plate 
Company, a_ subsidiary of United 
States Steel Corporation, resumed op- 
erations Oct. 3 at the American works, 
Elwood, Ind., and more than 1000 men 
who have been idle since last spring re- 
turned to work. The company’s Far- 
rell, Pa., plant, employing 1800 men, 
increased its operations to full capacity 
for the first time in two years. The 
same company also increased opera- 
tions at its New Castle, Pa., tin plate 
plant to 70 per cent of capacity, a gain 
of 28 per cent above preceding sched- 
ules. The National Works of the com- 
pany at Monessen, Pa., also reopened 
Oct. 3 on a four day a week schedule, 
and returned about 1200 persons to 
work. 

The Chicago Association of Com- 
merce review of business for the third 
week of September said that wholesale 
trade, Chicago employment and tele- 
phone installations were increasing, 
also that employment in 508 Chicago 
factories increased 3.9 per cent in 
August over July and that payrolls 
went up 9.1 per cent. 


News Items of Interest 


Washington reported an increase of 
$2,158,000 in the value of merchandise 
exported from the United States in 
August as compared with July, and an 
increase of $11,580,000 in imports. The 
month ended with a favorable trade 
balance of $18,000,000. 

Increased rates on parcel post be- 
came effective on Oct. 1. The new 
rates principally affect the first three 
zones and are designed to stop losses 
and to equalize the charges made for 
mailings within nearby districts, as 
compared with the rates beyond the 
third zone, which are said by the Post 
Office Department to be handled at a 
profit under the former rates. 

Bank suspensions during September 
totaled 56, compared with 86 in August, 
the best showing this year, with the 
exception of March, the American 
Banker reports. 

The number of freight cars loaded 
throughout the United States the week 
of Sept. 24 increased 8,444 cars, or 1.4 
per cent, over the preceding week. 
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This put the week’s total at 595,746, a 
new high mark for this year. At this 
time in 1930 and 1931 there were 
small declines in traffic. Decrease from 
the same week of 1931 was a little over 
19 per cent, the smallest drop from 
1931 so far this year. 

In late September orders were placed 
for 4,000,000 pounds of copper, an 
amount far in excess of current busi- 
ness demands, by the Westinghouse 
Electric Co. This large commitment 
was influenced by belief that business 
has turned the “corner” and as a step 
to stimulate employment in the basic 
industries. 


Heard in Hardware Circles 


In the near future 1933 prices will 
probably be issued on leading heavy 
seasonable lines, such as screen cloth, 
doors and window screens, poultry net- 
ting and lawn fencing. The trend of 
last year toward net pricing seems 
likely to further replace the list and 
discount practice so long prevalent, 
and this change in method is welcomed 
by wholesaler and retailer alike. 

A fair fall trade is general on fence 
and other farm wire products, as well 
as on nails. The extra for galvanizing 
on wire nails has been reduced from 
2 cents to 134 cents per pound. Terms 
of payment for wire fence, gates and 
posts have been revised, to supersede 
the old system of spring and fall dat- 
ings. The new plan shortens the time 
by providing 4 per cent discount in 
ten days from date of invoice, 3 per 
cent in thirty days, 2 per cent in 60 
days, 1 per cent in 90 days and net 
settlement in 120 days. 

Increases, effective Sept. 12, of from 
11 to 15 per cent in prices of both pas- 
senger car and truck tires and of 15 per 
cent in tubes were announced by all 
leading tire manufacturers and mail 
order houses. This advance places tire 
prices slight above the level prevalent 
on June 21, beside absorbing the Fed- 
eral excise tax, which went into effect 
on that date. 

The advancing trend by manufactur- 
ers of prepared roofings and strip and 
individual shingles has again shown 
itself in a 10 per cent further mark-up. 
Strip shingles advanced on Sept. 12, 
and the other lines Sept. 23. 

Sisal rope was advanced 1% cent per 
pound Oct. 1, affecting fourth-quarter 
orders, and prices on manila rope were 
reaffirmed, unchanged, for the same 
period. 

Preseyt low prices on paints and var- 
nishes are assured against further price 
declines to Jan. 1 by leading manufac- 
turers. Several related items are firmer 
in tone, and on shellac there is thought 
to be a distinct possibility of an ad- 
vance. Prices on paint brushes are felt 


to be at the bottom, and some manu- 
facturers are outspoken in expecting a 
rise before the spring season. 

Harness leather and sole leather 
were advanced by the manufacturers 
during September. Harness, strap 
work and collars were marked up ap- 
proximately 10 per cent. 

With the advance in cotton the small 
manufacturers of gloves found them- 
selves unable to fill contracts and ad- 
vanced prices. More recently three 
larger manufacturers likewise advanced 
canvas gloves from 5 to 15 cents per 
dozen. On leather gloves both the hide 
and the cotton market forced manu- 
facturers to stiffen their prices, and 
there is a feeling that even higher 
prices may soon be in effect. 

Manufacturers say they have been 
looking into the cost of making cop- 
per rivets and burrs, with stronger 
copper prices, and found that they 
had been losing money. The late ad- 
vance on copper rivets has been greater 
than the advance in the metal alone, 
and the new price is well established. 

Chain producers have gone back to 
the net price plan of quoting heavy 
chain, and prices are figured somewhat 
higher. While many jobbers bought 
stocks before the advance, the quan- 
tity which manufacturers would take 
at old prices was limited, for most 
chain companies had been losing money 
at the old basis. 

Manufacturers have reduced prices 
on post hole augers and diggers about 
10 per cent, and the leading wholesal- 
ers have lowered prices to about the 
same extent. 

Standard jack screws were reduced 
about 5 per cent, with no change on 
ratchet or house-raising screws. 

Medium cross-cut saws have declined 
about 10 per cent and the cheaper 
grades 5 per cent. No change was 
made on the higher class saws. 

A definite improvement is felt by 
some distributors in the sale of tools 
generally, especially in the medium- 
priced class. Better activity in shops 
and more fall repair work are causing 
this favorable and rather unexpected 
change in tool demand. 

Dealers report lively selling on foot- 
balls and basketballs and find that 
young America insists on having noth- 
ing but the latest metal valves. 

With the opening of schools all over 
the country there has been improved 
demand for roller skates, and with the 
arrival of longer indoor evenings deal- 
ers are selling radios freely. They re- 
port also a growing demand for table 
and indoor games, for adults as well 
as for children. 

Hunting and trapping supplies are 


(Continued on page 64) 
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Questions Vital to Hardware Industry to Be Discussed 
by Manufacturers and Wholesalers at Atlantic City 


Sessions of Joint Convention Begin Next Monday, 
Oct. 17 


The annual joint convention of 
the National Hardware Associa- 
tion of the United States and the 
American Hardware Manufactur- 
ers Association will meet Oct. 17, 
18, 19 and 20 at the Marlbor- 
ough-Blenheim, Atlantic City, 
N. J. Monday, Oct. 17, the joint 
opening session of the two asso- 
ciations will be held in the Red 
Room, Blenheim, at 8.30 p. m., 
with G. Sumner Wilson, Decatur 
& Hopkins Co., Boston, Mass., 
president, National Hardware 
Association, conducting the meet- 
ing. Following the invocation, 
Mr. Wilson will make an opening 
address. A. E. Alverson, secre- 
tary, Greenlee Tool Co., Rock- 
ford, Ill, and president, The 
American Hardware Manufactur- 
ers Association, will make his 
address of welcome. Fred C. 
Kelly, Cleveland, Ohio, well 
known humorist, will be a 
speaker. 

Tuesday morning the whole- 
salers will have a session with the 
theme “Economy and Efficiency 
in Wholesale Distribution,” when 
Mr. Wilson will deliver his an- 
nual address followed by the an- 
nual report of Secretary George 
A. Fernley. The overhead ex- 
pense committee will give a re- 
port and hold a discussion di- 
rected by A. L. Philbrick, The 
Congdon & Carpenter Co., Provi- 
dence, R. I., chairman of the 
committee. Alexander Wall, sec- 
retary, Robert Morris Associates, 
will discuss “What the Banker 
Knows and Wants to Know 
About the Hardware Industry,” 
followed by discussions on “The 
Relation of Volume, Overhead 
and Margin” and “Economies 
Which Can Be Effected In—Ad- 
ministrative Expense, Selling Ex- 
pense, Warehouse Expense.” The 
last half of that session will be 
devoted to the accessories 
branch, with W. N._ Dixson, 
Brown-Rogers-Dixson Co., presid- 
ing. 
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At the same time the Manufac- 
turers will hold an open session 
in the ballroom, with President 
Alverson making the opening ad- 
dress. “Taxation and Industry” 
will be discussed by Dr. Arthur 
L. Faubel, associate professor of 
economics, New York University, 
New York City; Col. Arthur F. 
Hatch, The Stanley Works of 
Canada, Ltd., Hamilton, Ont., 
will talk on “The Operation of 
the Sales Tax in Canada.” Trade 
acceptances will be discussed by 
E. W. Shepard, Graybar Elec- 
tric Co., New York City. Reso- 
lutions and nominating commit- 
tees will then be appointed. 

That afternoon, in the West 
Solarium, members of the Manu- 
facturers Association, Group 1 
(Mechanics’ Tools), meet under 
direction of G. L. Gairoard, 
Kraeuter & Co., Newark, N. J., 
the program committee being 
headed by Chairman J. M. Wil- 
liams, Fayette R. Plumb, Inc., 
Philadelphia, Pa. In the Chevy 
Chase room at the same hour, 
Group 3 (Builders’ Hardware) 
will hold a session under the 
chairmanship of P. F. King, The 
Stanley Works, New Britain, 
Conn. Robert D. Kohn, past 
president, American Institute of 
Architects, and present chair- 
man, National Construction 
League, will speak on “A Look 
Ahead in the Construction In- 
dustry.” 

The National Association of 
Sheet Metal Distributors will 
hold its mid-year meeting that 
afternoon, conducted by A. W. 
Howe, The J. M. & L. A. Os- 
born Co., Cleveland, Ohio, presi- 
dent. Gilbert L. Lacher, manag- 
ing editor, The Iron Age, United 
Business Publishers, Inc., New 
York City, of which Harpware 
AcE is a unit, will talk on “The 
Production and Consumption of 
Steel in the United States—What 
Will Be the Future Trend?” 

Wednesday morning a joint 
session will be held in the ball- 





room, to which retailers are espe- 
cially invited. Messrs. Wilson 
and Alverson will preside, the 
topic being “Economies Which 
Can Be Effected in Hardware 
Distribution by Manufacturers, 
Wholesalers and_ Retailers.” 
Hugh F. McKnight, Pittsburgh, 
Pa., president, N. R. H. A., will 
discuss “Steps Which Can Be 
Taken by Retailers Which Will 
Effect Economies for Wholesal- 
ers and Manufacturers.” C. J. 
Whipple, president, Hibbard, 
Spencer, Bartlett & Co., Chicago, 
Ill., will talk on “Steps Which 
Can Be Taken by Wholesalers 
Which Will Effect Economies for 
Manufacturers and Retailers.” 
G. B. Durell, president, Ameri- 
can Fork & Hoe Co., Cleveland, 
Ohio, will talk on “Steps Which 
Can Be Taken by Manufacturers 
Which Will Result in Economies 
for Wholesalers and Retailers.” 
A general discussion on the topic 
will follow. “Economy in Gov- 
ernment” will then be discussed 
by Thomas G. Chamberlain, 
member of the New York bar. 

The wholesalers group will 
hold a special meeting in the 
afternoon for distributors of pre- 
pared roofing, shingles, etc. 
Thursday morning the annual 
meeting of the American Hard- 
ware’ Manufacturers Association 
will be held, at which time the 
secretary's report, resolutions, 
nominations committee report 
and election of officers will be on 
the program. 

The National Hardware Asso- 
ciation meeting Thursday morn- 
ing will discuss “A Diagnosis 
of Your Business,” “Consumer 
Demand During the Next Twelve 
Months” and other pertinent 
topics. A. J. Gaehr, The George 
Worthington Co., Cleveland, 
Ohio, will summarize the con- 
vention. Election of officers will 
follow. 

Further details may be ob- 
tained frdim Charles F. Rockwell, 
secretary, American Hardware 
Manufacturers Association, 342 
Madison Avenue, New York City, 
and George A. Fernley, secre- 
tary-treasurer, National Hard- 
ware Association of the United 
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States, 505 Arch Street, Phila- 
delphia, Pa. 

A complete entertainment pro- 
gram has been arranged for 
members and guests and for 
their ladies. 

McQUADE MANAGES SALES 
FOR MARSHALL WELLS CO. 

George S. McQuade, formerly 

in charge of mining and railroad 


sales for the Marshall Wells Co., 





GEORGE 8S. McQUADE 


Duluth, Minn., wholesale dis- 
tributor, has been appointed as 
sales manager of the company. 
As a young man he entered the 
organization, his first sales work 
being among retailers in north 
central Minnesota, which terri- 
tory he covered until 1922, when 
he was transferred to the iron 
ore fields, soliciting business 
from mining companies. In 1927 
he became manager of the indus- 
trial sales division. 

During the past few years he 
made frequent trips through the 
northwest part of the United 
States. 


CHICAGO ASSOCIATION 
FORMS LUNCH CLUB 


J. C. Amis, secretary, the Chi- 
cago Retail Hardware Associ- 
ation, Merchandise Mart, Chi- 
cago, Ill., has announced the es- 
tablishment of a hardware lunch 
club in the Merchandise Mart 
Restaurant. All people buying 
or selling hardware are welcome. 
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COLMESNIL LEAVES 
LYON METAL PRODUCTS 


‘Charles Colmesnil, who in re- 
cent months had charge of hard- 
ware fixtures sales in New York 
territory for Lyon Metal Prod- 
ucts Co., Inc., Aurora, IIl., has 
severed his connection with that 





CHARLES COLMESNIL 


organization, having been suc- 
ceeded by L. R. Nachman. Mr. 
Colmesnil is well known to the 
hardware trade, having been 
prominently identified with the 
design, sales and installation of 
steel display fixtures for retail 
hardware. stores. For several 
years prior to his affiliation with 
the Lyons company he was a 
sales executive in the hardware 
fixtures division of David Lupton 
Sons, Philadelphia, Pa. 

With both of these firms he 
worked closely with State hard- 
ware associations, distributing 
fixtures through the secretary’s 
offices in several States. 





NEBRASKA CONVENTION 
MEETS JAN. 31-FEB. 3 


George H. Dietz, secretary, Ne- 
braska Retail Hardware Associ- 
ation, 414 Little Building, Lin- 
coln, Neb., has announced that 
the 1933 convention and exhibi- 
tion will be at the Cornhusker 
Hotel, Lincoln, Jan. 31 to Feb. 3. 





REPRESENTATIVES GET 
INCREASED TERRITORY 


A. M. Phelan and R. W. Sco- 
bell, manufacturers representa- 
tives, 416 Broadway, New York 
City, have had New York City 
added to their territory for the 
lawn mower division of E. C. 
Stearns & Co., Syracuse, N. Y. 
They will also handle Stearns 
cast iron kitchenware. 





LOEW HARDWARE CoO. 
SOLD TO KAMENETZKY 


The business of the Loew 
Hardware Co., Huron Road, 
Cleveland, Ohio, has been sold 
at auction in bankruptcy pro- 
ceedings to David Kamenetzky, 
Scovill Avenue, Cleveland, hard- 
ware retailer. Mr. Kamenetzky 
is now running the former Loew 
store. 

It is likely that Al. Sheriff, 
form.r proprietor of the Loew 
Hardware Co., will again enter 
the retail hardware trade at a 
later date. 
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“Pyrex” Ovenware Prices Reduced as Much as 50 Per Cent Oct. 10— 
Definite Distribution Policies Announced 


New Prices Part of Complete Program for Developing 

Greater Consumer Market—Hardware Distribution 

100% Through Wholesalers with Help of Mission- 

ary Salesmen—New Retail Prices Based on Cons 

sumer Price Preferences—This Program Result of 
Three Years’ Intensive Study 


Based solely on facts deter- 
mined after three years’ inten- 
sive research and study, the 
Pyrex Houseware Division, Corn- 
ing Glass Works, Corning, N. Y., 
announced Oct. 10 reduced prices 
of Pyrex brand baking ware and 
a definite wholesaler distribution 
policy. This is part of a com- 
prehensive merchandising pro- 
gram, the objective of which is 
the company’s determination to 
make “Pyrex” ware available to a 
greatly increased consumer mar- 
ket, distributed on a basis that 
assures profitable sales for both 
wholesaler and retailer. This is 
not a depression move. Had 
facts now known to Corning of- 
ficials been available a _ year 
sooner, the plan would have been 
adopted at that time. 

The research work involved a 
study of “Pyrex” sales, manufac- 
turing and _ distributive costs, 
commodity price trends, the spe- 
cial housewares needs of the dif- 
ferent geographical sections of 
the country, normal trading 
areas of retailers and whole- 
salers, of potential sales oppor- 
tunity in the “Pyrex” line and of 
the consumers’ known and 
marked preference for certain 
sales units. On the last point 
it was established, for example, 
that 50 cent items sell more 
readily than 55 cent items and 
that 65 and 75 cents are more 
popular sales units than 60 cents 
and 70 cents. 

Space does not permit full de- 
tails of the data obtained in these 
studies, nor is it practical to 
give the many alternatives con- 
sidered before a final decision 
was made. For the information 
and inspiration of the trade, it is 
sufficient to present the outstand- 
ing factors of the plan and the 
reasons and facts that governed 
the decisions made. 

Six items in the line have been 
reduced 50 per cent, 31 items 
have been reduced 33% per cent 
or more and 58 items have been 
reduced 25 per cent or more. En- 
graved ware prices are reduced 
almost the same _ proportions. 
Using two popular numbers as 
examples, the No. 209 pie plate 
formerly retailed at 90 cents will 
be retailed at 45 cents, and the 
No. 622 casserole formerly sold 
at $1.50 will be retailed at 75 
cents. These reductions were 











made possible through the de- 
velopment of new automatic ma- 
chinery providing greatly in- 
creased production necessary for 
the greater volume expected to 
follow the new prices. There 
will be no lowering of the com- 
pany’s high standards of quality. 
The entire retail price structure 
has been simplified. There were 
77 items at 27 prices. Now there 
are 77 items at 20 prices, running 
from 5 cents to $1.85 each, which 
places the complete line within 
the price range of a greatly in- 
creased army of consumers. Sug- 
gested retail prices of profit mar- 
gins for wholesalers and retailers 
are uniform throughout the coun- 
try. The manufacturer will, as 
far as legally possible, strive to 
protect its merchandise from 
price demoralization. 

The company’s own statement 
on its method of distribution is 
very specific when it says: “Pyrex 
brand ovenware will be sold di- 
rectly by Corning to wholesalers, 
premium and mounter accounts, 
department and departmentized 
house furnishings or large spe- 
cialty stores. This is as before. 
There will be no drive by Corn- 
ing to sell directly any accounts 
in the many retail classifications 
reserved for jobbers. Every ef- 
fort will be made to confine our 
activity as outlined here and un- 
der the section ‘Retail Outlet 


Coverage.’ ” 
Under the heading, “Retail 
Outlet Coverage,” mentiened 


above, the company reports am- 
ple evidence that its previous dis- 
tribution through hardware 
wholesalers and retailers is in- 
adequate. Despite its efforts to 
encourage the trade to make full 
use of various sales and advertis- 
ing helps and to display promi- 
nently a representative line, con- 
sumer orders sent direct to the 
factory in 1931 were 80 per cent 
greater than for the previous 
year. An investigation among 
retail stores in various parts of 
the country found too many with 
unbalanced stocks, indifferent 
display and sales efforts and a 
limited knowledge of the line. 
To correct this situation and to 
properly develop its hardware 
wholesaler distribution policy, a 
force of missionary men will be 
put in the field to help retailers 





and to encourage more complete 
stocks. All orders taken by these 
missionary men will be filled 
through the wholesaler selected 
by the retailer. In developing 
this missionary activity, the man- 
ufacturer recognizes his share of 
the obligation to help the whole- 
saler help the retailer. The field 
men will recognize the impor- 
tance of concentrating on the kind 
and number of stores in each sec- 
tion that can do the best mer- 
chandising job. It will not be 
their plan to try to work every 
possible retail outlet. 

To tell the public of the new 
lower prices of Pyrex ovenware 
the company will increase its 
consumer advertising 40 per cent, 
using large space in newspapers, 
magazines, etc., that get into the 
homes and to the women. The 
company also announces there 
will be no “special” in January, 
1933. 

To present its new prices and 
distribution program, the com- 
pany adopted the very dramatic 
and effective method of deliver- 
ing by Western Union messengers 
to every wholesaler in the United 
States, at the same hour and on 
the same date its complete story. 
This method avoided all varia- 
tions incident to post office de- 
livery. It also insured against 
the possibility of any factor be- 
ing advised of these changes in 
advance of his competitors. The 
delivery to wholesalers was made 
on Oct. 8; retailers received an 
elaborate broadside on the sub- 
ject Oct. 10 together with dis- 
play and sales material with 
which to participate in the Pyrex 
national program. This was also 
delivered by Western Union 
messenger. 

HARDWARE MEN HOLD 

DUTCH TREAT OUTING 


Members and guests of the 
Hardware Boosters, Brooklyn 
Hardware Association, Hardware 
Square Club and Manhattan & 
Bronx Hardware Association held 
a Dutch Treat Outing, Sept. 29, 
at Jones Beach, L. I. During 
the day miniature golf, shuffle- 
board and other games were 
played. In the evening an in- 
formal supper was held at the 
Wantagh Hotel, Wantagh, L. I, 
which was attended by more than 
one hundred members and 
guests. 

Committee members were: Roy 
C. Schmidt, president, Hardware 
Boosters; R. S. Allen, secretary, 
Hardware Square Club; H. A. 
Cornell, Brooklyn association, 
and A. Shimell, Manhattan & 


with displays and merchandising | Bronx group. 
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Foege Heads Hardware Golf Association 
Missouri Retailers Won Major Honors 


i 


Edw. 0. Faeth, president, Stowe Hdw. C., Kansas City, retiring president 
Hardware Golf Association and Wm. 
Co., Chicago, new president Hardware Golf Assn. 


With 112 hardware golfers par- 
ticipating, the annual tourna- 
ment of the Hardware Golf Asso- 
ciation, held at Golf Hill, Excel- 
sior Springs, Mo., Sept. 15 to 17, 
inclusive, proved to be a most 
successful and highly enjoyable 
affair. The tournament cham- | 
pionship was won by J. D. Rey- | 
nolds, president, Western Retail | 
Implement and Hardware Asso- | 
ciation, and a firm member of 
the Carmean-Reynolds Hardware, 
Co., Carthage, Mo., in a hotly 
contested match with R. A. Sund- 
vahl, Chicago office, Corbin Screw 
Corp., Chicago, Ill., and secre- 
tary of the golf association. 

C. C. Carter, Carter Hardware 
Co., Carthage, Mo., with a score 
of 72, won the trophy annually 
offered by the Hardware Retailer 
for the best net score in the 
qualifying round. As runner-up 
in the championship match, R. A. 
Sundvahl was awarded the trophy 
offered by the Wyeth Hardware 
& Mfg. Co., St. Joseph, Mo. 

The tournament was concluded 
on Saturday night with a’ ban- 
quet and party at the Elms Ho- 
tel, where more than eighty val- 
uable prizes were awarded. 

At the final meeting and elec- 
tion of officers, William H. 
Foege, manager, Merchant Trade 
Department, American Steel & 
Wire Co., Chicago, IIl., was 
chosen president to succeed Edw. 
O. Faeth, retiring president of 
the organization, and president, 
Stowe Hardware & Supply Co.., 
Kansas City, Mo. Frank E. 
Harwi, president, A. J. Harwi 











Hardware Co., Wichita, Kan., 
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H. Foege, American Steel & Wire 


was elected vice-president, while 
Richard A. Sundvahl, Chicago 
office, Corbin Screw Corp., was 
reelected secretary-treasurer. 
The following were named di- 
rectors: Edw. O. Faeth, presi- 
dent, Stowe Hardware & Supply 
Co., Kansas City, Mo.; W. M. 
Baldwin, Rogers & Baldwin, 
Springfield, Mo.; W. T. McNer- 
ney, vice-president and general 





R. A. SUNDVAHL 


manager, Brown-Camp Hardware 
Co., Des Moines, Iowa; J. E. 
Woodmansee, treasurer and gen- 
eral manager, Richards & Con- 
over Hardware Co., Kansas City, 
Mo.; Mark J. Lacey, vice-presi- 
dent and general sales manager, 
Peck, Stow & Wilcox Co., South- 
ington, Conn.; John S. North, 
North Bros. Mfg. Co., Philadel- 
phia, Pa., and J. C. Shepherd, 
vice-president, Sheffield Steel 
Corp., Kansas City, Mo. 











In the championship game be- 
tween Mr. Reynolds, the winner, 
and Mr. Sundvahl, the runner- 
up, the gallery agreed that both 
played excellent golf for the en- 
tire eighteen holes. Mr. Rey- 
nolds was one up to win. 

A nineteen hole contest be- 
tween J. E. Woodmansee, treas- 
urer and general manager, Rich- 
ards & Conover Hardware Co., 
Kansas City, Mo.; Frank Spink, 
secretary, Bunting Hardware Co., 
Kansas City, Mo.; Lester G. 
Schraub, manager, Wire Divi- 
sion, and J. W. Anderson, sales 
manager, Sheffield Steel Corp., 
Kansas City, Mo., was one of the 
exciting matches of the tourna- 
ment. This foursome played 
neck and neck for eighteen holes 
and were forced to play an addi- 
tional hole to play off the tie, 
which was broken when Mr. 
Woodmansee succeeded in sink- 
ing a birdie. 


MADISON SQ. GARDEN 
EXPOSITION POSTPONED 


W. F. Carey, president, Madi- 
son Square Garden Corp., New 
York City, recently announced 
that the combined radio, re- 
frigeration and electrical expo- 
sition, which was to have been 
held in September at Madison 
Square Garden, has been post- 
poned until next year. 





DUO BLADE CUTTERS AND 
SCRAPERS ACQUIRED 
BY LANDON P. SMITH 


Landon P. Smith, Inc., Irving- 
ton, N. J., has acquired the sole 
rights to manufacture and sell 
Vosco “Duo Blade” Wood Scrap- 
ers and Cutters. All stock and 
records referring to this line have 
been turned over to the Smith 
organization by the Vosco Tool 
Co., Philadelphia, Pa. 

Vosco Tool Co. will continue 
the manufacture of star drills, 
cold chisels and other edge tools. 
The company plans to add new 
items to its line. 





CHANGES IN FIRM 


Wahlberg & Persson, Warroad, 
Minn., hardware firm, has 
changed its name to Wahlberg & 
Son, Mr. Persson having sold his 
interest. 





CORRECTION 


In an advertisement of the 
Montague Rod and Reel Co., 
Drawer A-O, Montague City, 
Mass., on page 71 of the Sept. 
1, 1932, issue of HARDWARE 
Acer, the retail price of the 
company’s Bambex Junior 
Surf Rods was_ incorrectly 
given as $10. The proper 
retail price is $15. 














ALBERT ZIMMERMAN 
BUYS RETAIL STORE 


Albert Zimmerman has pur- 
chased the hardware business of 
Charles Zimmerman & Sons, 
Pennsylvania Avenue and Cum- 
berland Street, Baltimore, Md., 
which he and his brother founded 
in 1899. Since leaving the Bal- 
timore firm he was connected 
at different times with Stanley 
Works, New Britain, Conn., Win- 
chester Repeating Arms Co., New 
Haven, Conn., Champion Hard- 
ware Co., Geneva, Ohio, and the 
former Ames Shovel & Tool Co. 

Mr. Zimmerman will attend the 
Atlantic City convention. 





GRIFFIN REPRESENTS 
KESTER SOLDER CO. 


The Kester Solder Co., Chi- 
cago, II]., has announced appoint- 
ment of Harold Griffin, Cincin- 
nati, Ohio, as its representative 
in Michigan and Ohio. 





1933 HOUSEFURNISHINGS 
SHOW SPACE ASSIGNED 


More than one hundred rooms 
have been assigned for the Sixth 
Annual National House Furnish- 
ings Exhibit, being held at the 
Stevens Hotel, Chicago, IIl., the 
week beginning Jan. 9, 1933. A 
printed directory of exhibits giv- 
ing the room number of each ex- 
hibitor and a description of the 
lines to be displayed will be 
mailed to house furnishing buy- 
ers throughout the country in ad- 
vance of the show. 

The National House Furnish- 
ing Manufacturers Association, 
1203 Builders Building, 228 
North La Salle Street, Chicago, 
Ill., of which Warren Edwards is 
secretary, is conducting the show, 
which will be held in conjunction 
with the association’s convention. 
The National House Furnishing 
Buyers Club has endorsed the 
show, The Buyers Club will hold 
its annual meeting and election 
during the show. 





INDEPENDENT LOCK TO 
MOVE LOCKWOOD PLANT 


The Independent Lock Co., 
Fitchburg, Mass., has purchased 
a building in that city to which 
its works will be moved, as well 
as the plant of the Lockwood 
Mfg. Co., South Norwalk, Conn., 
recently acquired by the Inde- 
pendent company. Each organi- 
zation will continue to operate 
separately under its own name. 

The new plant is larger than 
the Independent company’s for- 
mer Fitchburg plant. 





WOBURN STORE FIRE 


The Boston Hardware Co. 
store, Woburn, Mass., was recent- 
ly damaged by fire. 
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CARBORUNDUM WILL 
RESUME BROADCASTS 


The Carborundum Co., Niagara 
Falls, N. Y., has announced that 
the Carborundum fifty-piece band 
will resume broadcasting over 
the Columbia network Saturday 
night, Nov. 12, at 9.30, eastern 
standard time. The broadcasts 
will continue every Saturday 
night and will again focus atten- 
tion upon hardware dealers. Car- 
borundum Brand souvenir pocket 
sharpening stones will again be 
offered listeners registering with 
their local dealer. 

Dealers will be furnished with 
special window and counter cards 
calling attention to the souvenir 
offered and to the program. This 
season’s hookup will include the 
following stations: WABC, New 
York City; WKBW, Buffalo, N. 
Y.; WCAU, Philadelphia, Pa.; 
WKRC, Cincinnati, Ohio; 
KMOX, St. Louis, Mo.; KMBC, 
Kansas City, Kan.; WCAO, Bal- 
timore, Md.; CKOK, Detroit, 
Mich.; WHK, Cleveland; WJAS, 
Pittsburgh, Pa.; WAAB, Boston, 
Mass.; WSPD, Toledo, Ohio; 
WGN, Chicago, Ill.; WCCO, 
Minneapolis, Minn., and WHAS, 
Louisville, Ky. 





WESTINGHOUSE SPONSORS 
LETTER WRITING CONTEST 


The Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio, will 
give 50 electric refrigerators to 
the writers of the 50 best letters 
of 200 words or less, using the 
subject, “Why the Westinghouse 
Dual-Automatic Refrigerator Is 
a Year "Round Necessity.” The 
contest started Sept. 20 and 
closes Oct. 29, only those letters 
postmarked up to 12 p. m. of the 
closing day being eligible. Ev- 
eryone is eligible to enter the 
contest except employees of the 
Westinghouse company, subsidi- 
ary companies, Westinghouse 
selling organizations and mem- 
bers of the advertising agency. 

Standard Westinghouse Re- 
frigerator Contest Entry Blanks 
must be used. They must be 
mailed direct to the contest edi- 
tor, Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio. Spe- 
cial advertisements in national 
and local publications will an- 
nounce the contest, inviting read- 
ers to visit Westinghouse dealers 
and to secure entry blanks. Those 
securing entry blanks will re- 
ceive a contract bridge table 
cover guide, after answering the 
questions “How much do you 
spend for refrigeration each 
week?” and “How much money 
could you save each week by 
buying foods in larger quanti- 
ties at quantity prices, by taking 
advantage of bargain prices, by 
elimination of needless food 
spoilage?” 
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W. C. HABBERSETT 


HABBERSETT, RUSSELL & 
ERWIN SALES MANAGER 


W. C. Habbersett, for the past 
eight years with Russell & Erwin 
Mfg. Co., New Britain, Conn., 
has succeeded J. A. Mansergh as 
general sales manager of that 
company. Previous to becoming 
general sales manager of the 
company he had been in direct 
charge of contract sales. Prior 
to joining Russell & Erwin he 
had been in the hardware busi- 
ness with his father in Baltimore, 


Md. 





PARKER CO. MERGED 
WITH ARTISTIC BRONZE 


The Charles Parker Co., Meri- 
den, Conn., manufacturers of 
builders’ hardware, and_ the 
Artistic Bronze Co., Buidgeport, 
Conn., builders’ and refrigeration 
hardware manufacturers, have 
been merged under the name of 
The Charles Parker Co., manu- 
facturing to be concentrated at 
Meriden. 


KEMP AND ASSOCIATES 
REPRESENT FRAIM LOCK 


The E. T. Fraim Lock Co., 
Lancaster, Pa., manufacturers of 
padlocks and night latches, has 
announced appointment of Irving 
S. Kemp & Associates, 4139 West 
Kinzie Street, Chicago, IIl., as 
sales representatives for Illinois, 
Indiana and Wisconsin. 





BUYS PARTNER’S SHARE 


R. A. Nielsen has purchased 
the interest of J. H. Wessels in 
the former hardware business of 
Wessels & Nielsen, Eagle Grove, 
Iowa. 


KEMBLE RESIGNS FROM 
SIMMONS HARDWARE CO. 


George S. Kemble, special 
sporting goods representative, 
Simmons Hardware Co., in Phil- 
adelphia, Pa., for the past 20 
years, resigned on Sept. 15. Mr. 
Kemble, who resides at 105 South 
Twenty-first Street, Philadelphia, 








Pa., has not announced his fu- 
ture plans. 


RMA REORGANIZED AT 

CLEVELAND MEETING 

At the recent meeting of the 
Radio Manufacturers’ Association, 
held at the Hotel Cleveland, 
Cleveland, Ohio, that organization 
was reorganized, a new board 


comprising twelve set manufac- | 


turers, three tube manufacturers, 
two parts and accessories manu- 
facturers and a director repre- 
senting sound equipment manu- 
facturers were elected. Four dis- 
tinct divisions were formed to 
look after the special interests of 
the manufacturers under the fol- 
lowing classifications: sets, tubes, 
parts, cabinet and accessory and 
amplifier and sound equipment 
divisions. 

Officers for the coming year 


are: President, Fred D. Wil- 


liams, P. R. Mallory & Co., Inc., | 


Indianapolis, Ind. (reelected) ; 
E. N. Rauland, Rauland Corp., 


Chicago, TIll., treasurer  (re- 
elected), and executive secre- 
tary, Bond Geddes. Headquar- 


ters are at 307 North Michigan 
Avenue., Chicago, Ill. All four 
division chairmen were elected 


vice-presidents as follows: sets, | 


Arthur T. Murray, president, 
United American Bosch Corp.; 
tubes, S. W. Muldowny, National 


Union Radio Corp.; parts, cabi- | 


nets and accessories, Leslie F. 
Muter, Muter Co., and amplifiers 


and sound equipment, R. A. 
O’Connor, president, Magnavox 
Co. 


The president and vice-presi- 
dents of the organization com- 
prise the executive committee 
and finance and budget commit- 
tee. 


TUDOR MANAGES BERRY 
BROS. MARITIME SALES 


Barwick Tudor has been ap- 
pointed manager of the Maritime 
branch of Berry Bros., Montreal, 
Canada, according to C. L. For- 
gey, director of the company’s 
sales and advertising. Mr. Tudor 
has had wide experience in both 
United States and Canada in re- 
tail merchandising of varnishes, 
enamels, lacquers and paints and 
in distribution of these products 
to industrial users. The territory 
under the Montreal branch in- 
cludes Nova Scotia, New Bruns- 
wick, Prince Edward Island and 
Quebec. 


MOVES STORE 

H. G. Folsom, St. Albans, Vt., 
hardware dealer, has moved his 
store from 150 North Main Street 
in that town to 14 Center Street. 
Mr. Folsom has been in the hard- 
ware business for the past 38 
years, having been in his former 
location for 26 years. 


CONVENTION SPECIAL 
TRAIN FROM CHICAGO 


R: C. Caldwell, division pas- 
senger agent, the Pennsylvania 
Railroad, has announced a spe- 
cial train from Chicago, IIl., at 
no extra fare for those attending 
the annual joint convention of 
the National Hardware Associa- 
tion of the United States and the 
American Hardware Manufac- 
turers Association to be held at 
Atlantic City, N. J., Oct. 17-20. 
The Hardware Special leaves 
| Chicago Union Station at 2 p. m., 
Oct. 16, stopping at: Englewood 
| Station, Chicago; Plymouth, Ind.; 
Fort Wayne, Ind., and Harris- 
| burg, Pa., arriving in Atlantic 
City at 11.30 a. m., Oct. 17. 
The fare rate will be one and 
| one-half fare for round trip on 
| the identification certificate plan, 
certificates being available from 








George A. Fernley, secretary, 
National Hardware Association 


of the United States, 505 Arch 
Street, Philadelphia, Pa. 

Return may be made by other 
routes, visit to Washington and 
Baltimore, Md., being available 
at no additonal cost. Reserva- 
tions may be made by getting in 
touch with J. A. Oliver, passen- 
ger representative, 1027 Foreman 
National Bank Building, 33 North 
| La Salle Street, Chicago, IIL 
| Tickets on sale Oct. 13 to 19. 


“PYREX” ANNOUNCES 
FOUR FIELD MEN 


The Pyrex Housewares Divi- 
sion of Corning Glass Works, 
Corning, N. Y., announces the 
| appointment of four missionary 
salesmen to conduct field work 





in accordance with the company 
merchandising program, outlined 
elsewhere in this issue. The 
new men are J. G. Dwing, P. B. 
Rutan, R. A. Peckham and L. 
H. Judge. 


REDUCES PRICES ON 
SURVEY REPORTS, ETC. 


The Bureau of Foreign and 
Domestic Commerce, Department 
of Commerce, Washington, D. C., 
has announced reduced prices on 
a number of publications of in- 
terest to business men. The new 
list, issued by the Government 
Printing Office, shows reductions 
of from five to forty cents on a 
group of reports which include 
several distribution cost studies, 
trade information bulletins and 
special analyses of domestic 
commerce fields. There will be 
a uniform quantity rate hereafter 
for orders of 100 or more copies 
at 25 per cent discount. 

“Hardware Distribution in the 
Gulf Southwest,” previously sell- 


| ing at 70c., is now listed at 40c. 








| each, while “Commercial Survey 


of the Pacific Northwest,” origi- 
nally $1 per copy, is now 60c. 
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Cc. J. HEALE ADDRESSES 
HARDWARE BOOSTERS 


Pointing out that there «was 
better sentiment and better feel- 
ing in the business world than 
previously, Charles J. Heale, 
editor, Harpware AcE, told 
members and guests of the Hard- 
ware Boosters meeting at the 
Hardware Club, Sept. 24, that 
“optimists had been too op- 
timistic and pessimists had been 
too pessimistic” in the past. Mr. 
Heale held that many statements 
as to business conditions seemed 
to contradict themselves in that 
the first half frequently differed 
from summaries found in the lat- 
ter part. He pointed out that 
many reports on business in 
given industries showed that, al- 
though below last year in pro- 
duction, a greater upward trend 
was noticeable for this Septem- 
ber than for September, 1931. 
Mr. Heale held that those repre- 
senting manufacturers, whole- 
salers and manufacturers’ agents 
could get more business by trav- 
eling and urged those in position 
to do so to do more traveling. 

In the discussion which fol- 
lowed it was generally agreed 
that a “Buy American Goods” 
campaign, advocated in Harp- 
warE AGE editorials, would be 
more beneficial than high tariff 
and that the plan sould be pat- 
terned after the “Buy British” 
plan. The meeting voted to send 
a resolution backing the articles 
along that line, as published in 
HarpwareE AGE, to the joint con- 
vention of manufacturers and 
wholesalers in Atlantic City this 
month. 

President Roy Schmidt, Stanley 
Works, New York City, con- 
ducted the meeting. 





MAHAN, SALES MANAGER 
FOR S. O. S. CO. 

The S. O. S. Co., Chicago, 
Ill., manufacturers of S. O. S. 
scouring pads, has appointed 
Dwight H. Mahan as sales man- 
ager. For many years Mr. 
Mahan was general sales man- 
ager of the Kellogg Co., Battle 
Creek, Mich. 


PATTEN HARDWARE SOLD 


The stock and fixtures of the 
Patten hardware store, Marion, 
Iowa, were recently sold to Har- 
per & McIntyre Co., Cedar 
Rapids, Iowa, which organiza- 
tion sold most of the stock to 
nearby hardware dealers. 





W. C. GRUNOW FORMS 

GRUNOW CORPORATION 
William C. Grunow is presi- 
dent of the recently formed Gru- 
now Corp., with offices in Room 








nue, Chicago, I'l. Duane Wana- 
maker is sales and advertising 
manager, while E. D. Coots is 
sales executive. Earle Macke is 
sales executive and M. W. Kenny 
is chief engineer. 





PIERCE SALES MANAGER, 
FRIGIDAIRE CORP. 


With the broadening of field 
operations the duties of a num- 
ber of executives of Frigidaire 
Corp., Dayton, Ohio, have been 
changed. F. R. Pierce, formerly 
household sales manager, is now 
sales manager. Mr. Pierce be- 
came household sales manager in 
February, 1932, having previous- 
ly been general manager for a 
Frigidaire distributor in Phila- 
delphia, Pa. 

B. J. Vandoren is now in 
charge of the wholesale commer- 
cial division, while R. B. Am- 
brose is in charge of the retail 
commercial division directing re- 
sale operations of dealers han- 
dling commercial units. Lowell 
McCutcheon, formerly directing 
the company’s entire commercial 
sales, is now manager for the 
Chicago, IIl., district. 

H. W. Newell is vice-president 
in charge of sales, while C. A. 
Copp is general sales manager. 





TRITLE ELECTED AS 
PRESIDENT OF NEMA 


At the recent annual meeting 
of the National Electrical Manu- 
facturers Association, J. S. Tritle, 
Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa., was 
elected president. Vice-presidents 
elected are: Otto H. Falk, Allis- 
Chalmers Mfg. Co., Milwaukee, 
Wis.; D. R. Bullen, General Elec- 
tric Co., Schenectady, N. Y.; W. 
E. Sprackling, Anaconda Wire & 
Cable Co., New York City; S. L. 
Nicholson, Westinghouse Electric 
& Mfg. Co., New York City, and 
F. R. Fishback, Electric Con- 
troller & Mfg. Co., Cleveland, 
Ohio. R. H. Goodwillie, Otis 
Elevator Co., New York City, is 
treasurer of the organization. 





REMODEL STORE 


Baker & Davis, Greenville, 
N. C., hardware dealers, have re- 
modeled their store on Evans 
Street in that town. 





FIRE DAMAGES STORE 


Butcher Tool & Hardware Co., 
2019 Third Avenue, North, Birm- 
ingham, Ala., was recently badly 
damaged. F. E. Butcher plans 
to resume business. 





MERGES TWO STORES 


Joseph Bumby Hardware Co., 
Orlando, Fla., has merged its two 
retail stores and will continue the 
one in the Church Street Build- 








WILSON IS PRESIDENT, 
COPELAND PRODUCTS 
William Robert Wilson, chair- 
man of the board, Copeland 


Products, Inc., Mount Clemens, 
Mich., has been asked by the 





WILLIAM R. WILSON 


board of directors to assume ac- 
tive management of the company 
as president, succeeding Louis 
Ruthenburg, who recently re- 
signed. Prior to joining the Cope- 
land organization, which manu- 
factures_ electric refrigerators, 
etc., Mr. Wilson had been at dif- 


ferent times: president, reorgan- 


dent, Guardian Trust Co.; reor- 
ganizer of the Murray Body 
Corp., and more recently vice- 
president and general manager 


of Reo Motor Car Co. 


BURKE & McCOWAN NINE 
RETAINS TITLE 


The baseball nine of Burke & 
McCowan, White Plains, N. Y., 
hardware dealers, winners of the 
city baseball title for two sea- 
sons in a row and victors in last 
year’s Westchester County Recre- 
ation Commission eliminations, 
successfully defended its title 
two weeks ago. The score was 
3 to 1 against a Mount Vernon, 
N. Y., team. 





CHICAGO SURFACE CLUB 
JOINS PARADES 


The Save the Surface Sales- 
men’s Club of Chicago, IIl., co- 
operated Saturday, Oct. 8, with 
the Joint Committee in promot- 
ing the “Decorate for the Cen- 
tury of Progress” drive by taking 
active part in three separate 
parades being held in the city. 
Only decorated cars were per- 
mitted in the parades, each with 
two official banners. Company 
advertising was permitted to oc- 
cupy 25 per cent of the space 
and not more than one car was 
permitted for each concern or 
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ing in that town. 





ized Maxwell Motors Corp;. presi- |. 


KING HARDWARE 50 
YEARS IN BUSINESS 
ADDS FURNITURE DEPT. 


King Hardware Co., Atlanta, 
Ga., celebrated its fiftieth anni- 
versary from Sept. 29 to Oct. 8, 
at which time a furniture depart- 
ment was opened in the main 
store, 53 Peachtree Street, on the 
second floor. F. W. Haas is gen- 
eral manager of the new depart- 
ment. 

In commemoration of the 
event a _ booklet, written by 
George E. King, president of the 
firm, under the title, “Through 
Fifty Years,” has been issued. 
The booklet traces the growth of 
the King business and includes 
some of Mr. King’s philosophy. 
It tells how Mr. King founded 
the store in 1882 following em- 
ployment with a metalware man- 
ufacturer of Baltimore, Md. A 
little later the firm of George E. 
King & Co. was launched, the 
King Hardware Co. being organ- 
ized in 1887. The booklet tells 
about the purchase of Clark 
Hardware Co., Hunnicutt & Bel- 
lingrath, Anderson Hardware Co. 
and Crumley-Sharp Hardware 
Co. 


LICENSED TO MAKE TWO- 
PLY STAINLESS STEEL 


~R. C. Ingersoll, president, In- 
gersoll Steel & Disc Co., Chi- 
cago, Ill., a division of Borg- 
Warner Corp., has announced 
completion of a license agree- 
ment with the Allegheny Steel 
Co., Brackenridge, Pa., by which 
the latter will manufacture two- 
ply stainless steel sheets under 
patent of the Ingersoll company. 





HAS LARGER QUARTERS 


Quaker Hardware Co., West 
Hartford, Conn., is moving from 
its present location to quarters 
across the street, where the en- 
tire .building, comprising 3000 
square feet of floor space, and a 
large garage will be occupied. 





OPENS NEW STORE 


John S. Folk and Miss Helen 
M. L. Folk have opened a hard- 
ware store in the building pre- 
viously occupied by the former 
firm of E. L. Folk & Co., Suf- 
folk, Va. 


WILLIAMS HARDWARE 
REQUESTS CATALOGS 


William Marks has opened 
business at 87 Broadway, Hicks- 
ville, L. I., N. Y., under the name 
Williams Hardware Store. Mr. 
Marks would like to have manu- 
facturers catalogs on hardware, 
paints, oils, varnishes, housefur- 
nishings, plumbing supplies, elec- 





individual. 


tric supplies and allied lines. 
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PAINT AND VARNISH 
PRODUCTION DECREASE 
SHOWN IN 1931 
(From Our Washington Bureau) 
Reflecting a decrease of 38 per 
cent, the 1931 output of paints, 
varnishes and related products 
reported to the Bureau of Cen- 
sus by 1010 establishments was 
$356,670,000, as against $574,- 
879,583 reported by 1063 estab- 
lishments for 1929. Of the 1931 
total, $331,838,000 was contrib- 
uted by establishments engaged 
primarily in the manufacture of 
these commodities and $24,832,- 
000 by establishments engaged 
primarily in other lines of manu- 

facture. 

The items that make up the 
1931 total are as follows: pig- 
ments or colors (for sale), 1,278,- 
495,000 Ib., valued at $68,332,- 
000; paints, $150,840,000; var- 
nishes, japans and _ lacquers, 
$123,919,000; stains, fillers, putty 
and bleached shellac, $13,579,- 
000. The paint output comprised 
the following: paints in paste 
form, 239,628,000 Ib., valued at 
$26,030,000; mixed paints, ready 
for use, 75,128,000 gal., $118,- 
340,000; water paints and calci- 
mines, dry and in paste form, 
121,126,000 Ib., $5,258,000; plas- 
tic paints, 13,140,000 Ib., $1,- 
207,000. 

FILE, RASP PRODUCTION 
DECLINED IN 1931 
(From Our Washington Bureau) 

The factory value of files and 
rasps produced in 1931, as re- 
ported to the Bureau of the Cen- 
sus by 26 establishments, totaled 
$6,831,791, a decrease of 48.9 
per cent of the 1929 value of 
$13,609,392, reported by 33 estab- 
lishments. Metal working files 
and rasps produced last year to- 
taled 5,091,079 doz., valued at 
$6,658,906, as against 8,247,179 
doz., valued at $13,030,895 in 
1929, the 1931 output being a 
drop of 38.3 per cent in quantity 
and 48.9 per cent in value. 





PREVOR REPRESENTS 
SON-CHIEF ELECTRICS 


S. M. Prevor, 305 East Avenue, 
Brooklyn, N. Y., has been ap- 
pointed as factory representative 
for Son-Chief Electrics, Inc., 
Winsted, Conn. Mr. Prevor, 
whose organ’~ation covers the en- 
tire eastern seaboard, travels 
seven men, handling household 
specialties, electrical specialties 
and electrical beauty appliances. 
Mr. Prevor, who is well ac- 
quainted with electrical buyers, 
is interested in securing addi- 
tional non-competitive lines. 





OPENS BUSINESS 


H. J. Hoffman has opened 
Hoffman’s Hardware, Atlantic, 
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Iowa, which succeeded the for- 
mer firm of Coe & Hoffman, re- 
cently dissolved to settle the es- 
tate of the senior partner, the 
late C. H. Coe. 





LARSON SELLS STORE 


Thomas Larson, who operated 
Larson Hardware for the past 
thirty-four years in Eldora, lowa, 
has retired from business, having 
sold his stock to Tull & Probasco 
Hardware Co., Humeston, Iowa. 
The former Larson store will be 
continued by the new owners. 





MOVES BUSINESS 


The Houghtaling Hardware 
Co., Blue Earth, Minn., has 
moved its store from the Maas 
Building, South Main Street, to 
Main Street. 





MANSERGH, SCHLAGE 
LOCK SALES MANAGER 
J. A. Mansergh, formerly gen- | 


eral sales manager, Russell & | 
Erwin Mfg. Co., New Britain, | 








J. A. MANSERGH 


Conn., is now sales manager for 
The Schlage Lock Co., San Fran- 
cisco, Cal. Mr. Mansergh had 
been in charge of sales for Rus- 
sell & Erwin for the past five 
years. 


VAUGHAN & BUSHNELL 
NAME REPRESENTATIVES 


Sanford S. Vaughan, president, 
Vaughan & Bushnell Mfg. Co., 
Chicago, Ill., has announced ap- 
pointment of F. G. Wooster and 
Harold Johnson, Chemical Build- 
ing, St. Louis, Mo., as sales rep- 
resentatives for the Missouri 
River territory, Twin Cities and 
Duluth. Messrs. Wooster and 
Johnson will distribute Vaughan 
& Bushnell axes, hammers, hatch- 
ets and. small tools to whole- 
salers. 


KENTUCKY CONVENTION 
MEETS JAN. 17-19 

The 1933 convention of the 

Kentucky Hardware & Imple- 


ment Associction will be held at 
the Seelbach Hotel, Louisville, 











Ky., Jan. 17-19. J. M. Stone, sec- 
retary-treasurer, has his office 
at the Seelbach Hotel. 





NORTH DAKOTA ASSN. 
MEETS JAN. 17-19 


C. N. Barnes, secretary, North 
Dakota Retail Hardware Associa- 
tion, Grand Forks, N. Dak., has 
announced that the 1933 conven- 
tion will be held Jan. 17 to 19 
at Fargo. 


VAN CAMP, SUMMERHEAT 
OIL BURNER DIS- 
TRIBUTOR 


George K. Culp, president, 
Summerheat Corp. of America, 
Dowagiac, Mich., has announced 
appointment of Van Camp Hard 
ware & Iron Co., Indianapolis, 
Ind, as exclusive “Summerheat’ 


oil burner distributors for their 


territory. 
SQUIRES REPRESENTS 
MONTAGUE ON COAST 


Harold W. Squires, Burlingame, 
Cal., has been appointed by Mon- 
tague Rod & Reel Co., Montague 
City, Mass., as western repre- 
sentative, with headquarters in 
San Francisco, Cal. He is widely 
known as an accomplished angler. 


STORE IS MOVED 


The Murray Hardware Co., 
Murray, Neb., operated by Harry 
Nelson and: Lucean Carper, is 
now located next door to the 
Murray State Bank. 








HARDWARE STORE FIRE 


The hardware store of Jacob 
Greenspun, Myrtlewood and 
Wharton Streets, Philade!phia, 
Pa., was recently damaged by 
fire, 


STORE RE-OPENS 


William Maertens has reopened 
the hardware store in Ghent, 
Minn., formerly operated as 
Breen & Maertens Hardware. 





STORE CHANGES HANDS 


J. A. Greenlee, Delta, Iowa, 
has acquired the hardware store 
of Root & Crew in that town. 





ADD HARDWARE STOCK 

Smith & Hunter, Umatilla, 
Fla., grocers, have added a hard- 
ware stock. 


CLOSE OUT BUSINESS 


The Laemle-Steger Co., Park 
Falls, Wis., hardware dealers, 
will close out its business. 





FIRE DAMAGES STORE 
The hardware store of O. F. 


McDonald, Gatesville, Tex., was | 


recently damaged by fire. 


S. R. MILES RESIGNS 
FROM NRHA STAFF 


Samuel R. Miles, for fifteen 
and a quarter years employed by 
the National Retail Hardware 
Association, Indianapolis, Ind., 
has retired after more than a 
half century in the hardware 





S. R. MILES 


field. He is now living on his 
fruit farm near Sturgeon Bay, 
Wis. Mr. Miles developed the 
NRHA accounting system and in 
later years divided his time be- 
tween accounting planning and 
store planning, as head of the 
store management service depart- 
ment. 

He was a pioneer in state hard- 
ware association work, having 
been one of the organizers of the 
Iowa association, being its first 
vice-president. As president of 
the Iowa association in 1902 he 
was instrumental in organizing 
the Iowa Mutual Hardware In- 
surance Co. In 1907 and 1908 
he was president of the N.R.H.A. 








MANHATTAN & BRONX 
DEALERS MEET 


Vice-President George Kohl- 
meier, Hardware and Supply 
Dealers Association of Manhat- 
tan and Bronx Boroughs, presided 
at the Sept. 27 meeting of that 
organization held at 169 East 
Eighty-sixth Street, New York 
City. The session was largely de- 
voted to discussions. The Oct. 
14 meeting of the association will 
be one of the New York State 
Association group sessions, with 
Secretary J. B. Foley and Field 
Secretary George G. Hoy ad- 
dressing the meeting. 

H. E. Masback, vice-president, 
Masback Hardware Co., New 
York City, wholesale distributors, 
will address the meeting. 


OPENS NEW STORE 


Baker & Davis have opened a 
hardware store on Evans Street, 
Greenville, N. C., which will be 
operated in addition to the firm’s 
| store on Fifth Street. 
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START ELECTRIC RANGE 
EDUCATIONAL CAMPAIGN 


The National Electric Cookery 
Council, 420 Lexington Avenue, 
New York City, is jointly spon- 
sored by the National Electric 
Light Association and the Na- 














sion was held upon the proposed 
consolidation of the National 
Paint, Oil & Varnish Association 
and the American Paint & Var- 
nish Manufacturers Association. 
John B. Kennedy, associate ed- 
itor, Collier’s Weekly, spoke on 
philosophy in American business. 

More than one hundred and 
fifty members and guests attended 


BUYS STORE INTEREST 


W. H. Symonds, formerly with 
Dwinell Hardware Co., Barre, 
Vt., has returned to the Capital 
Hardware Co. in that town, hav- 
ing purchased an interest in the 
business. Four years ago Mr. 
Symonds left the Capital com- 
pany after being with the store 





BOUTON OPENS STORE 


Charles N. Bouton has opened 
a hardware store in the Roosevelt 
Square Building Croton Avenue, 
Ossining, N. Y. He has had 
many years in the hardware busi- 
ness, first opening his own busi- 
ness six years ago. His former 
store on Main Street, Ossining, 

















tional Electrical Manufacturers 
Association, for the purpose of 
promoting an educational cam- 
paign on electric ranges. The 
slogan of the campaign is 
“Woman’s New Victory—Electric 
Cookery.” Cuts of the symbol 
of the campaign, shown here, are 
available from the council in 
several sizes. 

A plan book has been issued 
by the council, in which the 
campaign is outlined, including 
cooking schools, etc. The book 
touches upon various types of 
dealer helps available. Leon H. 
Curtice, N.E.M.A., is secretary, 
while Glen R. Trumbull, N.E.L. 
A., is manager. Preston S. Ark- 
wright, Georgia Power Co., is 
chairman of the council. Divi- 
sional directors and a planning 
committee are assisting the ex- 
ecutive committee in operation 
of the campaign. Divisional di- 
rectors will appoint operating 
sponsors, who will be responsible 
for initiating and organizing lo- 
cal activities in various section. 





FORM PARTNERSHIP 


Charles R. Tossing and 
Charles D. Spencer have formed 
the partnership of Tossing & 
Spencer to carry on the hardware 
business at 73 Merchants Row- 
Rutland, Vt., which was formerly 
operated by Mr. Tossing, who 
has been associated with the store 
since 1906. 

NEW YORK PAINT CLUB 
OPPOSES GOVERNMENT 
MANUFACTURING PLANTS 


At the Sept. 22 meeting of the 
New York Paint, Oil & Varnish 
Club, held at the Hotel Commo- 
dore, New York City, the group 
voted approval of the National 
Paint, Oil & Varnish Associa- 
tion’s plan to cooperate with 
other industries in opposition to 
government competition with pri- 
vate business. The activities of 
the National association in co- 
operation with the National As- 
sociation of Manufacturers dur- 
ing the Shannon investigation in 
Washington, D. C., were ap- 
proved. 

Rolland H. French, Chemical 
Solvents, Inc., spoke on a na- 
tional movement for economy in 
government operation. A discus- 
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the meeting. 


JAMES H. KINNEY 


James H. Kinney, vice-presi- 
dent and general manager, Cy- 
clone Fence Co., Waukegan, III, 
a subsidiary of the United States 
Steel Corp., died Sept. 21 from 
a heart attack, following an ill- 








JAMES H. KINNEY 





for 19 years. 


the results of an illness which 
recently culminated in an oper- 
ation. Mr. Veazie had been in 
the hardware business for many 
years, having formed the com- 
pany with J. A. Blackman 20 
years ago. 


JOSEPH R. BATES 
Joseph R. Bates, 56, for 25 
years Pittsburgh, Pa., district 
manager of sales for American 


Sheet & Tin Plate Co., died Sept. 











ness of several weeks. In 1900 
he joined the Cleveland Cyclone 
Fence Co., not then associated 
with the Cyclone Fence Co., with 
a plant at North Chicago, near 
Waukegan, Ill. He became gen- 
eral sales manager of the Cleve- 
land company and remained with 
the new organization resulting 
from a merger in 1916 of the 
Cleveland and Waukegan fence 
companies. 

In 1921 Mr. Kinney was trans- 
ferred to Waukegan, where he 
assumed the duties held at the 
time of his death. He was also 
president, Standard Fence Co., 
Oakland, Cal., a subsidiary of the 
Cyclone Fence Co. Mr. Kinney 
was well known in the hardware 
trade throughout the country and 
was especially prominent in the 
wire fence and screen cloth in- 
dustries. He was active as a 
member of the Waukegan-North 
Chicago Chamber of Commerce. 





FRED T. VEAZIE 


Fred T. Veazie, Veazie Hard- 
ware Co., Rockland, Me., died 
Sept. 20, at the age of 52, from 








JOSEPH R. BATES 


26 at his home. He entered the 
steel industry with the old Apollo 
Iron & Steel Co., Vandergrift, 
Pa., and when that organization 
was taken over by the American 
Sheet Steel Co. in 1900 he went 
to its general offices in New York 
City. He returned to the Pitts- 
burgh, Pa., district in 1904, and 
when the company organized its 
Pittsburgh sales district in 1907 
Mr.~Bates was placed in charge. 





JOHN A. FERNHOLZ 
John A. Fernholz, secretary 
and treasurer, Heid Hardware & 
Implement Co., Jefferson, Wis., 
died recently. He was in the 
hardware business with that firm 
for more than forty years. 





THOMAS J. GREEN 
Thomas J. Green, Detroit, 
Mich., hardware dealer for the 
past fifty years, died recently, 





was recently closed. 


| LEANDER C. DAMP 
' Leander C. Damp, 31, secre- 
tary, J. W. Damp & Sons, Mil- 
waukee, Wis., paint and hard- 

ware dealers, died at the age of 

$1 following an illness of three 
weeks. 


JOSHUA D. LOIZEAUX 

Joshua D. Loizeaux, president, 
J. D. Loizeaux Lumber Co., 
Plainfield, N. J., operating two 








J. D. LOIZEAUX 


hardware stores in that town, 
died Sept. 10, following a heart 
attack. He was a director of the 
New Jersey Manufacturers Asso- 
ciation. In addition, he was 
president of an ice company, the 
Loizeaux Building Supply Co. 
and the Central Building & Loan 
Association. 


SAMUEL CUMMINGS 
Samuel Cummings, 60, presi- 
dent, Cummings & Edwards Co., 
Peoria, IIL, wholesale hardware 
distributor, died in that city last 
month from a heart attack, suf- 
fered as he was about to call 
upon a customer. 





FRANK J. GORSE 
Frank J. Gorse, 70, assistant 
treasurer, Scoville Mfg. Co., 
Waterbury, Conn., died Oct. 1 in 
that city. He had been associ- 
ated with the Scovill company 
for more than 50 years, having 
been made assistant treasurer in 





following a long illness. 





1920. 
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The Shell with the 
Knockout } Wallop 


80 Yards 4 
Easy — 








NITRO EXPRESS 








1 Green — Exclusive Color 5 Felt Wads — Special-Patented 
2 Kleanbore — Copyrighted 7 Wetproof — Process Patented 
3 Powerful Primer — Remington Patent 8 Uniformity — No Variations 

4 35/,drs. equiv. Progressive Burning Powder 9 Nationally Advertised 

9 1% 02s. Perfect Selected Shot 10 Remington's Best Shell 





1932 R. A. Co. 
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SURE Grip I 


TRADE MARK REGISTERED 









Wrought-Steel 
Heavily Galvanized 
Leak-Tight Under Pressure 


96 sizes 


for Garden, Hydrant, Grease, 
Paint, Air, Fire, Steam, Suction 
and Tank Hose 


Send for Folder, Samples and Discounts 


J. R. CLANCY, INC. 


Syracuse New York 














There’s a Mine 
of Information 


vitally-important 
facts, live merchan- 
dising ideas and 
sales-producing 
methods in HARD- 
WARE AGE. Make 
it a habit to read 
your business paper 
regularly and thor- 
oughly. 
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The Cost of Government Must Come Down 


(Continued from page 28) 


the Federal Government are esti- 
mated by the U. S. Budget Bureau 
at $3,943,000,000. For the same 
year local government costs are esti- 
mated at $8,300,000,000 and those 
of State governments at $2,400,000,- 
000—making the total of the triple 
pack $14,643,000,000. Roughly, as 
the shaded and white sectors of our 
circle show, Federal taxation is 30 
per cent and State and local taxation 
70 per cent of the total. 


War Taxpayer Enlisted for Life 


Breaking down the Federal budget 
for the present fiscal year, we see the 
American taxpayer enlisted in a war 
many times longer than that in which 
the bonus army served. For most of 
the four million men drafted for the 
A.E.F. the war was a matter of a 
year and a half and the fighting time 
was limited to six months. But the 
payer of Federal taxes has a pack 
on his back that not only will be 
there as long as he lives but, if the 
bonus army has its way even 
promises to be a bigger pack with 
every passing year. Glaringly, in 
the accompanying chart and the 
statement of percentage items in the 


Federal budget, World War and 
other military costs stand out as the 
consumer of 72 cents out of every 
dollar levied for Federal taxes. 

[Later articles will deal with 
causes that have made high cost 
of Government the paramount is- 
sue before the American people— 
causes which in the seven years 
from 1925 to 1932 have swelled all 
Government expenditure from 11.1 
billions a year to 14.6 billions a 
year, or an average annual in- 
crease of $500,000,000. Also it will 
appear how the rapid increase in 
public spending has affected busi- 
ness and the well-being of every 
citizen, taxpayer or non-taxpayer, 
aggravating the depression and 
delaying recovery. 

The story will be told of steps 
already taken and measures pro- 
posed for the reduction of tax 
burdens, and an account will be 
given of the campaign now under 
way all over the country to secure 
speedy action by Congress and by 
State and local authorities to cut 
down _public expenditure. This 
movement has in it !arger promise 
than any of the forces now at 
work for the rebuilding of busi- 
ness. ] 





GOLDFISH AND CANARIES BOOST SALES 


ILLER’S Hardware and Bi- 
cycle Store of Port Arthur, 
Tex., are realizing a nice profit 
from a side line of canaries and 
goldfish with accessories. They 
attract women to the store and in- 
duce return visits, for every bird 
or fish sold creates a new repeat 
market for bird seed and fish 
food and an occasional market 
for bowls, cages, ornaments, etc. 
Both canaries “and goldfish 
boost the store’s average margin, 
as they and their accessories will 
stand for a 100 per cent mark- 
up. Yet the retail price is still so 
low that it competes sucessfully 
with the five and ten cent stores, 
causing, even now, a big turnover. 
And the sales volume is fairly 
steady the year around. 
Goldfish and canaries are their 
own best inside advertisement. 


They practically sell themselves 
yet do not require an elaborate 
display nor much floor space. 
Two hundred and fifty fish can 
be kept in a 30-gal. glass tank 
covering 6 sq. ft., and the bird 
cages are piled high on top of 
each other. 

A small stream of water runs 
into and out of the tank continu- 
ally, and the fish are fed every 
other day. The cages are cleaned 
every three days and the birds 
fed each morning and just before 
the nine o’clock closing Saturday 
night. Sunday care is not re- 
quired. 

Since Miller’s began stocking 
this side-line about the first of 
October, 1931, the general pat- 
ronage has increased at least 25 
per cent. 
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Letters to the Editor 


(Continued from page 39) 


men. They begin to offer price conces- 
sions, thereby creating a real price war 
with the jobbers involved taking an active 
part. The distribution finally reaches the 
chain and mail order houses who at this 
time have fully realized that the line in- 
volved is competitive. They in turn put in 
the line and make a real football out of it 
and slash the prices down mercilessly. Mr. 
Jobber and Mr. Retailer, realizing that 
their position in handling this line is not 
profitable, substitute another line of sim- 
ilar goods wherever possible. At best, the 
sour taste created by the price war can- 
not be erased. If, due to popularity of the 
line, the jobber and retailer are forced to 
carry same, they do so in a minimum quan- 
tity and do not promote their sales. 

The jobber’s salesman, who has heard 
this manufacturer make such glowing 
promises of strict 100 per cent jobbers’ co- 
operation, and realizes that he has failed 
miserably to keep his promises, loses his 
respect and faith in this manufacturer. 

When Mr. Manufacturer finally comes 
down to earth and realizes his folly and tries 
to make overtures and more promises, even 
if they are sincere, he finds it is too late. 
The hardware salesman who is credited 
with possessing the intelligence to under- 
stand the business structure cannot be 
reconciled to the injustice forced on him 
by this manufacturer. It is a feeling which 
is extremely difficult to displace. 

Consequently the net result of this am- 
bitious manufacturer is that he loses a 
great deal of his business, if not most of 
it. He loses the prestige and respect with 
his distributors and cannot ever hope to 
regain the lost confidence. ’ 

Think it over, Mr. Unethical Manufac- 
turer! The prestige and good will of the 
jobbers’ salesman is a very important cog 
in your wheel of distribution. You cannot 
afford to break it. 

Come on now, hop on the jobbers’ band- 
wagon, there is plenty of room left. As 
a happy family all together we will be 
well on our way to better and prosperous 
times, with a better and finer understand- 
ing of our mutual problems that will spell 
profits for all of us. 

Jack Rosen, 
Salesman of Wm. L. Blumberg Co., Inc., 
New York City. 





Keep Posted 


Vian, Oxta.—I wish to call your atten- 
tion to something that I believe will help 
every one selling merchandise—manufac- 
turer, jobber and retail dealer. 

Every buyer in each department orders 
a mail order catalog. It’s a bargain, only 
costs two cents, costs them from nine to 
fifteen cents’ postage. Study this catalog, 
and in time I believe retail dealers can 
compete with mail order houses and make 
a profit. It will make better buyers out 
of all of us. Remember, these people issue 
from two to four new catalogs yearly. Get 
a new catalog each time they are printed 
and keep posted. 

Another thing, why should the post 
office department lose $190,000,000 per 


year? I understand this is what the de- 
partment loses each year. Who reaps the 
benefit? There are some who will tell us 
that the farmer does, but this is all 
“bosh.” All business that Uncle Sam en- 
ters should be self sustaining. Let’s all 
work on Congress and help reduce our na- 
tional expenses. 
Epcar Huceins, Huggins Bros. 





The Telephone Door 


“Is your telephone door open for busi- 
ness?” 

Many large concerns who spend thou- 
sands of dollars for national advertising 
and pay large salaries and traveling ex- 
penses of salesman to secure business over- 
look to a great extent the business that 
comes in by telephone at no cost for so- 
licitation. The writer, who has had over 
thirty years’ experience in the hardware 
business, has endeavored to place tele- 
phone orders with the New York office of 
high class companies and has been in- 
formed by some minor clerk or switch- 
board operator that all orders must be tele- 
phoned to factory at Newark or some other 
point, making it necessary for buyer to 
pay for two telephone calls in placing an 
order. In one case, after calling New 
York, then factory at Newark as_ in- 
structed, was informed by Newark office 
that all orders must be telephoned to sales 
office in New York, making three calls to 
pay for. Any business man is apt to “see 
red” at this treatment, and my suggestion 
to executives who may read this article is 
as follows: Take a ride out into your ter- 
ritory, say forty or fifty miles from New 
York, and call up your house, without 
divulging your identity and try to place 
an order without calling for some particu- 
lar individual and see how your telephone 
orders are being handled or mishandled. 

You may be referred to two or three 
different departments before you will be 
able to find some clerk who will conde- 
scend to take the order. Any concern 
that spends money to secure business 
should have well informed salespeople to 
take telephone orders, as they would not 
send a salesman out on the road if he did 
not know his line. 

While on the subject of the telephone, 
have you enough wires to take care of your 
incoming traffic? We have called for cer- 
tain departments and find wire busy and 
are often obliged to wait for wire to clear, 
again making it necessary to pay for extra 
time in placing business or getting a quota- 
tion. This situation would not exist if a 
proper survey and check was made of 
your telephone setup. Perhaps you are los- 
ing business with one overloaded wire. 

All of the above cases are actual hap- 
penings and if the concerns were men- 
tioned by name we believe the management 
would give this matter very careful thought 
and would give telephone orders the “glad 
hand” instead of kicking them around like 
a football, especially in these times. After 
all orders are what any business wants, and 
when a buyer calls up and says “I want 
to place an order,” he should be imme- 
diately connected with some high class 
man who knows his stuff and who is on 
his toes with prices, probable date of ship- 
ment and all information asked for. 





PROFIT 


for you in 


KLEINS 


NYONE who appreciates 
good tools calls for 
Kleins when he buys 

pliers. The Klein reputation 
will sell fine tools for you. 
Klein Pliers are made in a 
wide variety of styles to 
meet every need of the 
skilled workman. It will pay 
you to carry Kleins. Check 
up on your stock now and 
order from your jobber. 


Klein Pliers have been 
standard with public utili- 
ties and master workmen 
—‘‘since 1857.”° 


Buy from Your Jobber 
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3200 BELMONT AVE., CHICAGO 
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“J want Low Price!” 





999 


“J want Fine Quality! 
How Can I Satisfy Both ? 


Should I stock to satisfy one and lose 
my sales reputation? ... or stock to 
satisfy both and have a large inventory? 
Neither, Mr. Hardware Dealer . . . Sell 
them both from one low inventory 
plan! Sell them the VLCHEK line— 
the only line that picks the winners for 
you. It’s the line which gives you tools 
of highest grade AND a complete price 
range. Ask your jobber or write us for 
full details. 


The VLCHEK TOOL Co. 


3006 East 87th Street, Cleveland, Ohio 


Wrenches, Screw Drivers, Hammers, 


Chisels, Pliers 





. . . 
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Is YOUR telephone door open for busi- 
ness? 
J. H. Devore, 
Secretary, 
Wm. W. Woodward Hardware Co. 





Soft Pedal “Ethics” 


LouisvittE, Ky.—Read with interest 
your Aug. 18 issue at home last night. 

In your discussion (HARDWARE AGE, Aug. 
18, 1932) of the impositions resulting from 
guarantees, I think you overlooked what I 
regard as the largest and strongest point 
that will lead to the desired objective. It 
is the point seldom mentioned to mer- 
chants and less seldom realized by them; 
namely, that every free replacement ot an 
item means the loss of a sale and the 
loss of profits that the additional sale 
would have produced. 

Of course, I realize that the replacement 
of a definitely defective item is quite 
proper, but there are so few “defects” and 
so many “impositions” that the really de- 
fective goods should cause little concern. 

It’s so easy to say “It’s Guaranteed,” 
hoping that statement will CLINCH the 
sale; that saying “It’s Guaranteed” is sim- 
ply a habit with many sellers, including 
makers, distributors and retailers. No 
doubt that statement is frequently made 
because the seller hasn’t enough knowl- 
edge of the goods to explain and sell its 
merits. 

How many neckties have you taken back 
for replacement? Did your haberdasher 
guarantee them to be sweat, soup and 
gravy proof? Do you take your socks back 
for replacement because your big toenail 
punched through? Do you expect new 
underwear when you get up a good sweat 
and “bust right through?” Then why ex- 
pect a pocket knife, or a screw driver, or 
a hatchet, or a hammer to last forever? 
A pocket knife will not serve as a screw 
driver any more than a straw hat will serve 
as an umbrella, and rain-soaked straw hats 
are not replaced. 

In my opinion, a lot of these guarantee- 
ers are digging their own grave. I’ll wager 
that the electric refrigerator manufactur- 
ers will cut out their foolish three and 
four year guarantees at least as soon as the 
specialty selling margin is reduced or 
enough dealers go broke “servicing” be- 
cause all or most of the service comes out 
of the dealer’s hide. 

The automobile makers are not offering 
expensive—trouble creating—profit dimin- 
ishing guarantees. 

I am doing my bit to urge salesmen and 
dealers to quit offering guarantees, because 
in most instances such guarantees are un- 
necessary and in practically all instances 
they are positive sales and profit reducers 
I am even urging the discontinuance of 
the wording “Guaranteed Free from De- 
fects” and substituting “Warranted Free 
from Defects.” 

You may say that “warranted” and 
“guaranteed” mean the same, but the av- 
erage consumer’s interpretation of the 
meaning is quite different, i. e., warranted 
meaning “Assurance it is good”; guaran- 
teed meaning “Abuse it, bring it back, get 
another or your money back.” 

I believe the hardware periodicals could 


well afford to conduct a campaign among 
manufacturers and distributors and deal- 
ers to make the word “guaranteed” almost 
“verboten” and certainly most unpopular 
if regarded as a positive and needless Re- 
ducer of Sales and Profits. 

My thought is to soft pedal the “ethics” 
and play loud on the profit chord; that 
perhaps a few ridiculous sounding but ob- 
viously sensible illustrations would do more 
good than volumes of logical, ethical, well 
phrased appeals to reason, justice, etc. 

Lutuer R. STEIN, 

Vice-Pres. and Gen. Sales Director, 


Belknap Hardware & Mfg. Co. 





Poster Inspired 


New York Citry—Thanks for mention of 
our poster in the Sept. 15 issue of your 
publication. 

We have had several favorable comments 
from the trade and are honest in stating 
that your editorial by Mr. Soule (Harp- 
WARE AGE) gave us the inspiration for 
creating this poster. 

James W. NEI, 
Vice-President, 
The American Thermos Bottle Co. 





Right You Are, Harry! 


Ricumonp, Inp.—I certainly appreciate 
the courtesy of Harpware AGE publishing 
the news about my new business connec- 
tion. Since this item has appeared I have 
received a very considerable number of 
letters from various manufacturers. Every 
firm which wrote me as a result of any 
announcement about me which they saw in 
a trade paper did so as the result of the 
notice which you gave me. I mention this 
because your paper was the only one in 
which the announcement appeared, this 
apparently having been the only one which 
the manufacturers read. Thank you and 
with all good wishes. 

Harry P. BAnceErt, 
Dille & McGuire Mfg. Co. 





Competition 


PirrspurcH, Pa.—Every time I have an 
occasion to go through the articles in the 
hardware magazines I am impressed by the 
voluminous testimony presented on store 
display and selling. 

I have worked in retail, wholesale, chain 
and department stores and am more or 
less convinced that the cancer that is ruin- 
ing the small independent is the terrific 
increase in the laxity of large distributors 
to preserve their wholesale identity. 

It seems the average consumer’s theme 
song is “I Can Get It Wholesale,” and it 
behooves the independent to take action 
of a nature that will set some of these vio- 
lators to deep thinking. 

The real reason I do not belong to the 
hardware association is because I get sick 
of hearing the same subject discussed at 
every meeting. 

Why is it that quite a lot of the stores 
selling high-grade merchandise have folded 
up in the past year? It proves beyond 
contradiction that the most important ele- 
ment entering into present day selling is 
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the ability to meet your strong competitors 
as to price. It will be a man’s size job 
to do it under the present system em- 
ployed by the wholesalers. 

Sentiment should cease to be a guiding 
post of the small retailer and, if we intend 
to survive the present dilemma, it will be 
necessary for us to cement our organiza- 
tions into a powerful unit to bring about 
changes that are inevitable. If it is good 
policy for the large retailers to pool their 
buying, why is not good policy for the 
small dealer? 

Mergers, chains, economy are the watch- 
words before us today and scattered buy- 
ing seems to be one source of trouble. We 
need leadership that is capable of welding 
us into an organization for the purpose of 
eliminating the wholesaler, who cares not 
a whit whether we stand or fall. The 
wholesaler who maintains a retail outlet 
should be the target for an extensive com- 
paign on the part of the hardware asso- 
ciation, as he sells us and then competes 
for the business and licks us with his 20 
or 25 per cent discount. 

Another good move on the part of the 
organization would be to set up a research 
division to investigate the merits of the 
leading articles sold in our stores. If you 
visit ten hardware stores in succession you 
will probably find ten different brands of 
paint. How can we expect to influence 
the policy of a company if we are not 
strong enough to command attention. If 
we centered our efforts on one good line, 
no doubt we could advertise at a rate in 
the large papers that would not seem pro- 
hibitive. The large mail order houses are 
cutting in on my business simply through 
the power of the press, and I could meet 
them if I could tell my story as forcibly. 

I consider only 10 per cent of my cus- 
tomers purchase my goods because they 
like my service and the other 90 buy 
where they can get it the cheapest—so why 
not branch out as “cash and carry,” as 
we are only conveniences for the neighbor- 
hood. 

Why doesn’t the association do some- 
thing about the chain hardware stores that 
are open on Sunday under the guise of 
drug stores? Why doesn’t the association 
do something about the growing feeling 
among municipal employees that they are 
entitled to buy wholesale. Say it with votes. 

C. P. Conway. 


Dear Mr. Conway: 

I can sympathize with the competitive 
problems you are facing, as mentioned in 
your letter, yet at the same time I have 
come to realize that some of these com- 
petitive factors are difficult to regulate. 

The problem of price competition has 
certainly become very acute in recent 
years, and as a_ publication, HARDWARE 
Ace has no intention of dodging its re- 
sponsibilities in studying the price situa- 
tion and doing its level best to help solve 
the problem. 

However, every time we study the com- 
petition of chain stores and mail order 
stores, we truthfully find that price is only 
one of many factors used to advantage by 
this competition. You refer to the vol- 
uminous testimony presented on store dis- 
play ideas and selling, as you look through 
various hardware magazines. Were it not 
for the aggressive selling and the carefully 
planned display work of chain stores and 
mail order houses, no one would know 
that they had better prices; and so it is 
not entirely a matter of price, although 
price is certainly a factor. 

In a talk to manufacturers and jobbers 
at Biloxi, Miss., in April, I urged these 
two important factors in the distribution 
of hardware: to study the retailer’s price 
competition problems and not answer his 
plea for better prices with talk about 
quality. I told them that there seemed 
to be two extreme viewpoints on the sub- 
ject. Too many retailers were inclined to 
see only the price angle, whereas practical- 
ly all manufacturers and jobbers were blind 
to the price angle or, at least, pretending 
to be blind to it, and strangely talk of 
quality, quality, quality! I am sure that 
the retail hardware merchants of this coun- 
try appreciate the importance of quality in 
merchandise and the opportunity quality 
merchandise offers to present better value. 
At the same time the price situation must 
be tackled. 

Although your decision to stay out of 
the hardware association is entirely your 
own business, I really believe that such 
trade bodies need fellows like you to stir 
up the real important problems of the in- 
dustry, and I am sure you could do it. 

Tue Epitor. 
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Twelve Things to Remember 
. The Value of Time 


. The Success of Perseverance 
The Pleasure of Working 
The Dignity of Simplicity 
The Worth of Character 
The Power of Kindness 

. The Influence of Example 
The Obligation of Duty 

. The Wisdom of Economy 
10. The Virtue of Patience 

11. The Improvement of Talent 
12. The Joy of Originating. 
—Marshall Field. 
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“PIHE handiest, most valuable counter- 
guide on padlocks ever published”. 
That’s what thousands of padlock 
dealers are saying about Master’s new 
32-page illustrated ‘Price List”, issued 
just recently. Check now to be sure 
you received your free copy. See that 
it was saved. Write us for extra copies 
when you need them. 


Gets New Business 


The Master “Price List” is a veritable 
storehouse of quick-reference informa- 
tion that can be turned into new busi- 
ness for you. Every padlock, bicycle 
lock, hasp, hasplock and key blank is 
illustrated and described in detail. As 
shown by the typical page above, greatly 
reduced, each item and every obtainable 
variation are priced in plain type, both 
wholesale and retail—270 of these easy- 
to-find prices in all. You would never 
dream that any-line of padlocks so 
thoroughly meets every ordinary and 
special requirement. 


MASTER LOCK CO. 


World’s Largest Exclusive Manufacturers 
of Padlocks 
Milwaukee, Wis., U. S. A. 


Master 
Padlocks 


MY, The only Genuine laminated case 
i ieivrininmennsesinnica Patented ** 
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DAZYY ——T EEE All in the Day’s 
Work 


(Continued from page 36) 


paign now under way to teach busi- 
ness men that selling prices should 
be based upon total cost plus a profit 
if business is to endure. 

When the merchandising idea of 
the future is in operation—to pro- 
duce a superior article, guarantee 
its quality, and then to advertise it 
intelligently—is worked out, there 
will be an era of great opportunity. 
And, further, it is Mr. Abbott’s belief 
that definite improvement has al- 
ready taken place. New markets, 
new research, and new sales will be 
stimulated when the sales managers 
of the country become master sales- 
men. 

“One of the aims of the club— 
to raise the prestige of the Sales 
Managers’ Profession, and to prove 











Che above picture shows a class being instructed in Buttermaking at the 





Mississippi State A. & M. College, DAZEY Churns being used. One of the 
young ladies in this picture won the State buttermaking anes ona ane Y | pth stioe rae . oy hrverers = “e 
Churn. State Agricultural Colleges, Home Economic Demonstrators, and | successful must be headed by a Sales- 
Industrial Schools use and endorse DAZEY Churns. | Minded man. There are entirely too 
This work is creating constant demand for Dazey Churns. You | many businesses today being run by 
will find it advantageous to display several different sizes. people who are legal-minded, credit- 
DAZEY CHURN AND MANUFACTURING CO., ST. LOUIS minded, or bookkeeping-minded. The 


Sales Slant is the necessary slant to 
get the profits,” 


ON THE OUTSIDE | tei ™ 
LOOKING IN — |) Caan age tes 


| play them in your window have 
your showcard read “Pocket- 








Even the inquisitive youngster with 


snub nose pressed against your window | knives for Boys.” 
is a prospect for a pair of skates’or a | When the Boy Scouts go to 
camp axe. _ camp give the Scoutmaster a few 


prizes to be offered the boys in 
The commuter, the farmer, the house- any way he sees fit. There are 
om wife, all who pass your windows judge | also many other ways you can 
you and your merchandise by -your | identify your store as being on 
the job with boys’ things. 


"“Beninese ques where it is invited—~," In your selection of boys’ 
merchandise be very sure you 


oe ‘one = find the wean display | buy it right. When you set the 
ee ee HARD retail price just consider that 
WARE AGE of great assistance. part of your profit is in advertis- 


Don’t neglect your best invitation to ing. Give them more for their 


new endl increased tasiness. money than you would unde 
ordinary circumstances. It will 


pay you and pay you well. We 
know because we do it. 


window displays. 
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Welcoming the Newcomer 


hope that a life of happiness and 
prosperity awaits you. As an induce- 
ment to furnish your home we are 
pleased to offer you extremely low 
prices, even though you may need 
but a few articles. 

We buy in carload lots and own 
our three store buildings. This en- 
ables us to undersell all other deal- 
ers and to ship to the 98 towns in 21 
different counties and 7 states named 
in this letter. Credit given if desired 
or we will give you a special cash 
discount of 10 per cent. 

There’s nothing for the home we 
do not keep. Furniture, carpets, lin- 
oleum, rugs, lace curtains, scrim, 
window shades, sewing and washing 


(Continued from page 32) 


machines, bedding, stoves, kitchen 
furnishings and dishes. In fact, “all 
but the girl.” Freight always pre- 
paid or free truck delivery. If any- 
thing is broken in shipment, which is 
not once in a year, we replace it free. 
Our furniture, rugs and draperies 
have that taste and coziness which 
makes home seem REALLY HOME. 

Mention receiving this letter and 
SPECIAL ATTENTION will be 
given you. Bring your marriage cer- 
tificate with you and we will frame 
it FREE. 

Awaiting your call and assuring 
you the best of treatment, we remain, 


AUSTIN & SHRADER BROS. 





Following Up the Inactives 


These letters were used successfully 
by Alexander Grant’s Sons, Syracuse, 
N. Y., in following the inactive ac- 
counts. Many wrote to explain why 
they had not been in the store and 
many gave reasons that helped put 
them back on the active list: 


Dear Mrs. Crouse: 

On May 4 I wrote reminding you 
of your charge account with.us; but 
you have not yet resumed your habit 
of using it; and, because we are so 
anxious to be of service to you, I 
am sure you will forgive me for ad- 
dressing you again in this regard. 

I say in all sincerity that I’d rather 
retain an old customer than gain 
several transient ones. 

If it is something that we have— 
or have not done—which is keeping 
you away, won’t you give us an op- 
portunity to redeem ourselves, now, 
this Spring, when we can be of de- 
cided help to you. 

Possibly you need a new lawn 
mower—a trellis for the rambler 
rose bush—some new hardware in 
the home—screens or screen doors— 
paint or varnish to freshen up and 
blot out the scars of winter—a new 
golf club or tennis racket—there are 
a thousand and one items in our 
store that will help to make your 
Spring and Summer more enjoyable. 

Come in anytime, only do come in 
soon, and by all means, use your 
charge account so that you can shop 
1932 
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with the greatest ease and _salis- 


faction. Sincerely yours, 


ALEXANDER GRANT’S SONS. 
F. I. GREENE, Manager. 


Dear Mr. Jones: 

Every store has among its cus- 
tomers certain ones on whom the 
very success of the business rests. 
These are the satisfied customers who 
buy regularly month after month and 
year after year. 

I have regarded you as one of this 
class—a sort of “Charter member” as 
it were, and I want to see you con- 
tinue as such. 

Of course I know that sometimes 
there is no reason for old patrons 
to stop buying—they just stop for a 
time, that’s all. If this, as I hope, 
is why you’ve stayed away, you will 
undoubtedly come back to us now 
for we can supply just everything 
you can possibly need this Spring 
around the house or summer cottage; 
in the yard or garden or to use in 
any sport you may enjoy—be it golf, 
tennis, fishing, hunting, etc. 

If on the other hand, your absence 
is due to some shortcoming of ours, 
please tell me. I shall appreciate 
your doing this as we have truly 
missed you and are more than 
anxious to welcome you again as a 
customer and a friend. 

Sincerely yours, 

ALEXANDER GRANT’S SONS, 

F. I. GREENE. 
















The MODERN 
Poultry Netting 














made like farm fence 
«stretches without bagging 
+ needs no wood top-rail-~ 
no baseboard 
cuts without waste 
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One or two-inch mesh; 
heights, 12 to 72 inches. 
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Specify the Original 
U. 8. Poultry Fenee! 
You can keep down your mer- 


chandise investment, speed up 
turnover, boost sales and profits, 
by concentrating on this modern, 
straight-line poultry netting. It 
alone fills every need... meets 
every demand... of your trade. 
It consistently outsells other net- 
tings for every purpose. It discour- 
ages price competition .. . attracts 
new customers ... builds perma- 
nent and profitable repeat business. 


U. S. Poultry Fence, now as always, 
is distributed only through the 
regular wholesale and ean chan- 
nels. It can be obtained readil 
from representative Jobbers in 100 
distributing points. 


Consider these important factors 
when you place your orders for 
poultry netting! Be sure to insist 
_ the original U. S. Poultry 
ence! For, in no other nettin 
can you obtain the superior U. S. 
features of design and construction 
the public has come to demand! 


Indiana Steel & Wire Co. 
Muneie, - - Indiana 


Makers also of 
IMPERIAL Farm, Poultry, Lawn Fence, 
Trellis, Flower Border, Steel Posts, Gates. 


U. S. Poultry Fence i 


he Netting That Stands 
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Window 





Ideas 
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Penny Apiece, 


If you should use only the window display suggestions offered you 
in each issue of HARDWARE AGE and did not avail yourself of the 
other highly valuable merchandising, advertising and other helps, each 
window display idea would cost you less than a penny apiece. - 

You will find four window suggestions in each issue—two original 

V designs created expressly for your purpose by an experienced display 
man and two photographs of windows other hardware men have used 
successfully to sell merchandise. These are selected with great care 
by our editors who have access to photographs of the best hardware 
displays developed in this country. They literally comb the field for 
selling ideas, an important part of which are embodied in these practical 
window displays. 

Full consideration is given to the display of seasonal merchandise. 
Our schedule is about four weeks in advance of your requirements so 
you have ample time to study and adapt the ideas offered. 

All of the original display designs and many of the photographic 

e examples were arranged for the use of the HARDWARE AGE inter- 
changeable display fixtures. These fixtures are easily made and can be 
used in a great many effective combinations. : 

Many hundreds of dealers have asked for and received working 
drawings for making these fixtures. Their popularity with the dealers 
prompted us to publish them again. You will find full instructions for 
making these useful fixtures on pages 4 and 5 of the Directory Number 
of HARDWARE AGE, our issue of September 29. 

Use these plans and follow the HARDWARE AGE window sugges- 
tions as they appear from issue to issue. It has paid other dealers to do 
so and will pay you. 

Change your windows at least once a week. Show related mer- 

Vv chandise. Good windows carefully prepared help make sales. 

With four window display ideas in each of the twenty-six issues of 
the year at the $1.00 subscription price, these window ideas cost you 
less than a penny each. 

Important as they are these window display suggestions form but 
one of the several valuable features that make up the well-rounded 
service HARDWARE AGE offers you. 


USE YOUR HARDWARE AGE 


HARDWARE AGE 
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Yes 
Sir-Ree! 


CuristMAs 
IS 


ComING 


STUDY THIS 
LIST and learn 
how many or 
lar priced SIL- 
VER STEEL 


an ideal Christ- 
mas Gift. 


: Hand, Rip and Panel 


Saws. 


. Compass, Keyhole and 


Nests of Saws. 


. Back, Mitre and 


Dovetail Saws. 


. Pattern Makers’, Stair 
Builders’ Saws. 
Coping Saws, station- 
ary and adjustable. 

. Flooring Saws. 
Plasterers’ Saws. 
Plumbers’ Saws. 
Pruning Saws, all 
kinds. 

Pruning Shears. 
Butcher and Kitchen 
Saws. 

Wood Saws, com- 
plete, Single or 
Double Brace, with 
Blades. 

. Hacksaw Blades, 
hand and power. 
Non--breakable Hack- 
saw Blades. 
Hacksaw Frames, ad- 
justable and _ solid. 
Files, all kinds. 
Crosscut Saws, one- 
man, two-man and 
hollow back, also in 
Electric Alloy and 
Sheffield qualities. 

. Crosscut Saw an- 
dles and Saw Tools. 

. Circular Saws _ for 
electric hand and 
portable bench ma- 
chines, 

Narrow Band Saws 
for wood or metal. 

. Plastering and Ce- 
ment Finishing 
Trowels and_ Floats. 

loor, abinet. 
Bench, Wall and 
Butcher Block 
Scrapers. 

. Corn and Cane 
Knives. 

. Grass Hooks’ and 
Ditch Bank Blades. 

. Saw Sets, lever and 
hammer styles. 

. Acronite and Ferro- 


lite Grinding Wheels. 


. Machine Knives, all 


kinds. 











Ox man Depression 
having left for parts 
unknown — Santa 
Claus will take his 
place and you are 
going to sell a lot of 
high grade practical tools for 
Christmas Gifts, among which 
should be ATKINS nationally 
known SILVER STEEL Saws, 
Trowels, Files, Scrapers, Saw 
Tools and Saw Specialties. 


THE CRACKERJACK Hand Saws 
for Christmas Gifts are the Elite 
Nos. 400 skew back or 401 
straight back. SILveR STEEL 
Blade, perfect Taper Grinding 
and beautiful mirror polish, each 
fitted with ATKINS exclusive Im- 
proved Perfection (non-wrist 
strain) Rosewood Handle. These 
Saws make ideal Gifts for the 
man or boy who loves fine tools. 
Other good and popular numbers 
are ATKINS Nos. 53 and 65. 


THe New No. 100 Pruninc 
SHEAR is another fine Gift. It’s 
the best tool of its kind for use 
in the orchard and around the 
yard, to keep the shrubs and trees 
in shape. Every orchardist as 
well as housewife should have 
one. 


For profitable Xmas sales, de- 
mand ATKINS Saws. Accept 
no substitute — write us if 
your jobber can’t supply you. 





“THE SILVER STEEL SAW PEOPLE” 


HOME OFFICE AND FACTORY 


E.c. ATKINS and Company 


ESTABLISHED 1857 


Makers of highest grade and leading types of all kinds 
of Saws, Saw Tools, Handles, Plastering Trowels 
Scrapers and Specialties 


. INDIANAPOLIS, INDIANA 


Branches in Principal Cities 


OCTOBER 13, 


1932 














STERLING 


[culty Netting 


A TYPE FOR EVERY 

NEED SO THAT YOU 

CAN INCREASE 
SALES. 


Three Great Nettings— 
each one with exclusive 
sales features that only 
Sterling can offer you. 






Sterling Hexa- 
gon Poultry 
Netting is by 
far the most 
satisfactory on 
the market. It 
is furnished in 
either one inch 
or two inch 
mesh — it un- 
rolls straight 


and lays fiat. 
Many exclusive 
sales features. 


Galvanized be- 
fore or after 
weaving. (Illus- 
trated at top). 





Sterling Straight Line 
Combination, graduated 
spacing from one inch at 
bottom to two inches at 
top — stretches straight 
and true, no_ sagging, 
takes the place of one 
inch mesh and two inch 
mesh, keeps little chicks 
in. Galvanized before or 
after weaving. (Illus- 
trated above, right.) 


Sterling Straight Line, 
furnished in either One 
inch or Two inch mesh, 
stretches evenly, no top or 
bottom boards needed. Gal- 
vanized before or after 
weaving. (Illustrated 
above.) 


NORTHWESTERN 
BARB WIRE CO. 


SINCE 1879 


STERLING 


Write today for complete 
information on this group 
of Three sales leaders. It 
will pay you to sell the 
Complete Sterling Line! 





ILLINOIS 
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with this new attractive 4 
Counter Display Card........ 





PUSH-CLIP 


Sells on Sight—Fast! 


color 


KEEP ‘WIRES OFF 3 FLOOR 
(Zager 


pe _ pie 
iota 


Sustr trite 
ee 





Order Yours Today 
Put this new, attractive 4 color 
display card on your counter and 
watch men and women buy this 
handy Justrite Push-Clip for 
keeping radio, telephone and 
lamp wires off the floor. Clips 
packed in cellophane envelopes 
——-8& clips in each envelope— 
sells for 10 cents—card carries 
envelopes in following color 
assortment: White, Old Gold, 
Ivory, Dark Brown, Dark Red 
Green—to match cord or wood- 
work. Only a 10 cent item— 
but Oh, how it sells! Write 
for attractive proposition—TO- 
DAY. 


COMPANY 





JUSTRITE MFG. 


2073-77 Southport Ave., Chicago, Ill. 








HARE WARE) 


SHOULD MATCH 


CHAIN STORE VALUES 


54% to $409 


M eianotse 








DON’T BE UNDERSOLD by the 
CHAINS on 5¢ to 25¢ staple everyday 
selling items throughout your store and 
have your customers feel that you are 
high priced on all lines of General Hard- 
ware and Housefurnishings, just because 
you are out of line on the 5¢ to 25¢ lines. 


DON’T BE UNDERSOLD. Get 
CHAIN STORE BUYING CONNECTION 
on the 5¢ to 25¢ lines, sell at CHAIN 


How’s the Hardware Business ? 


(Continued from page 47) 


showing a greater activity than a year 
ago. The waterfowl open season is to 
be just twice as long and that has stim- 
ulated interest in the prospects for 
game. Advance sales of firearms were 
small, so jobbers are looking for a 
quick sefsonal turnover during Oc- 
tober. 


There was considerable spring book- 
ing on ammunition, but current orders 
are satisfactory and increasing at a 
pace that reflects the trade’s optimism 
about the approaching shooting season. 
Fur prices seem to be on the upward 
path which will lead to more trapping 
and a greater need for trap replace- 
ments. 

Recent price gleanings in hardware 
offices include news of rubber-covered 
electrical wire, up 714 per cent; wood 
and felt weatherstrip, reduced about 15 
per cent; malleable pipe fittings, 


standard sizes, down 121% per cent, and 
brass faucets advanced 10 per cent. 





New Enameled Ware Prices 
Issued By U. S. Stamping Co. 


The United States Stamping Co., 
Moundsville, W. Va., has issued a new 
price list on the company’s line of 
enameled ware, including cooking 
utensils, hotel, restaurant and hospital 
items. 

The new price list became effective 
on Oct. 1, and is said to reflect a 
closer relation to production costs, 
based on present conditions. The com- 
pany recommends that all enameled 
ware buyers acquaint themselves with 
the new price set-up for pricing 
present stock, and to enable them to be 
correctly advised when future pur- 
chases are made. 





Relation of Debt to Value of Mortgaged Farms Compared 


PPROXIMATELY 37 per cent 
A of the mortgaged farms in the 
United States were indebted 
for more than half their value on 
Jan. 1, 1932, according to a survey by 
the Bureau of Agricultural Eco- 
nomics, U. S. Department of Agri- 
culture. 

Farms operated by their owners 
showed a greater proportion of high 
debt ratio throughout the country 
than did farms of other tenure, 5.3 
per cent of the mortgaged owner- 
operated farms being indebted for 
more than their full value, as con- 
trasted with 4.2 per cent for farms 
operated by tenants and managers. 

The bureau points out that the 
marked decline in recent years of 


land values, farm prices, and farm 
incomes on the one hand, and on the 
other the™ offsetting forces of debt 
payment, reduced volume of new 


- loans, foreclosures and assignments 


for debt, apparently have had the net 
result of maintaining the distribution 
of indebted farms, approximately 
the same from year to year. Reports 
from individual farm owners indi- 
cated that the proportion of all mort- 
gaged farms indebted for more than 
their value was 4.4 per cent in 1928, 
5.2 per cent in 1931, and 5 per cent 
in 1932. 

The Census of 1930 indicated that 
58 per cent of owner-operated farms 
were free of mortgage debt, com- 
pared with 63 per cent in 1920. 





Distribution of Mortgaged Farms by Ratio of Mortgage Debt to Value of Farms Mortgaged, 
January 1, 1932, with Comparisons for 1931 and 1928 


25to50 50to75 75tol00 Over 100 





STORE PRICES, make CHAIN STORE 0.1 to 25 
PROFITS, or don't wees Ge pigeier Geographic Divisions Per Cent PerCent Per Cent Per Cent Per Cent 
. = New England........ 32.4 38.5 25.0 A | 1.4 
aoanmtiea is 2 ate Middle Atlantic........ 26.9 41.1 21.2 83 25 
organization that has SPECIALIZED in East North Central.... sient 21.5 38.3 22:7 12.3 5.2 
ee ee ee oe ye West North Central 20.3 33.8 23.6 14.7 7.6 
: " : i . 0 18.3 11.8 3.9 
Consolidated Merchants Syndicate, Inc. Seger RO rig 7 175 105 48 
a en vem West South Central. . 27.9 41.4 20.0 7.6 3.1 
890 Broadway New York City Mountain POR 27.6 42.1 20.4 6.6 3.3 
oe ne eee ewe enn nn nn nn nn enn enn enn n eens Pacific .... 33.8 42.3 15.3 Ra = 
‘0 your lette en United Stat ;—1932 ; 25.4 37.9 21.0 0.7 a 
Ae tan INCREASE YOUR SALES and ee 1931 25.0 373 22.0 10.5 5.2 
PROFITS “on 5¢ to 25¢ MERCHANDISE. a aie 95,3 39.0 23.5 78 44 
NOME 2. cccrcccescccvccsvscsscessssves SOR by Tenure, 1932 
CRIED GE o.6.6 6.4 000.00060cc0vsoeers0000 Pres operated by:— 
ROE ccciosnssecs sesedcontedeccee Owners .. 94.7 37.7 90.9 11.4 5.3 
October, 1932—Hardware Age. | Tenants ond Managers 97.1 38.5 21.2 9.0 4.2 
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Convention Calendar 
| Week of Oct. 16, 1932 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION 
ConvENTION, Hotel Marlborough-Blenheim, Atlantic City, 
N. J., Oct. 17, 18, 19, 20, 1932. Charles F. Rockwell, sec- 
retary-treasurer, 342 Madison Ave., New York City. 

NATIONAL HARDWARE ASSOCIATION CONVENTION, Hotel 
Marlborough-Blenheim, Atlantic City, N. J., Oct. 17, 18, 
19, 20, 1932. George A. Fernley, secretary-treasurer, 505 
Arch St., Philadelphia, Pa. 


Week of Jan. 8, 1933 


NATIONAL House FurRNISHING MANUFACTURERS ASSOCIA- 
TION, sixth annual exhibit, Stevens Hotel, Chicago, IIL., 
Jan. 8 to 14, 1933. Warren Edwards, secretary, 228 N. 
La Salle St., Chicago, III. 


Week of Jan. 15, 1933 


Kentucky Harpware & IMPLEMENT ASSOCIATION Con- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
17, 18, 19, 1933. J. M. Stone, secretary-treasurer, Room 
9, Seelbach Hotel, Louisville, Ky. 


Week of Jan. 29, 1933 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Lincoln, Jan. 31, Feb. 1, 2, 3, 1933. 
Sessions and Exhibition will be held in the Cornhusker 
Hotel. George H. Dietz, secretary, 414-419 Little Bldg., 
Lincoln, Neb. 

Ituinois Retar. HARDWARE ASSOCIATION 36TH Con- 
VENTION AND ExuiBIT, The Arsenal, Springfield, Jan. 31, 
Feb. 1, 2, 3, 1933. Paul M. Mulliken, managing director, 
1141 Merchandise Mart, Chicago, III. 


Week of Feb. 5, 1933 


New YorK State Retait HARDWARE ASSOCIATION 31st 
ANNUAL CQNVENTION AND EXHIBITION, Syracuse, Feb. 7, 
8, 9, 10, 1933. Sessions and Exhibition will be held in 
the Hotel Syracuse. John B. Foley, secretary-manager, 


510 Hills Bldg., Syracuse, N. Y. 
Week of Feb. 12, 1933 


Iowa Retatt HARDWARE ASSOCIATION 35TH JUBILEE 
CONVENTION AND HARDWARE SHOW, Des Moines, Feb. 14, 
15, 16, 17, 1933. Merchandise exhibit will be held in the 
Coliseum and all sessions in the Venetian Ballroom of the 
Hotel Savery. Philip R. Jacobson, secretary, Mason City. 

MIcHIGAN RetarL HARDWARE ASSOCIATION CONVENTION, 
Grand Rapids, Feb. 14, 15, 16, 17, 1933. Harold W. 
Bervig, secretary, 1112 Capital Bank Tower, Lansing, 
Mich. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INC., 32ND CONVENTION AND EXHIBITION, Balti- 
more, Md., Feb. 13, 14, 15, 16, 17, 1933. Sessions: Lord 
Baltimore Hotel. Exhibit: Fifth Regiment Armory. W. 
Glenn Pearce, managing director, 610 Wesley Bldg., 17th 
and Arch Sts., Philadelphia, Pa. 

CALIFORNIA RetarL HARDWARE & IMPLEMENT ASSOCIA- 
TION CONVENTION, Hotel Whitcomb, San Francisco, Feb. 
14, 15, 16, 1933. LeRoy Smith, manager-treasurer, 417 
Market St., San Francisco, Cal. 


OCTOBER 13, 1932 











written in Flake Graphite 
for more than 100 years 


This is the identifying mark of 
Dixon’s Graphite. The combina- 
tion, Dixon’s and Graphite, have 
been synonymous all over the world 
for more than 100 years. 


And, another word that is closely 
linked with these two is—lubrica- 
tion. These three are inseparably 
linked in the minds of thousands of 
mechanics, maintenance men, and 
engineers, for unquestionably 
Dixon’s Flake Graphite has its place 
in every well planned scheme of 
lubrication, and as an auxiliary 
lubricant with oils and greases it is 
generally recognized as benefiting 
the base lubricant. 


If you have never had the how, 
where, and why of Dixon’s Flake 
Graphite lubrication explained to 
you, write for it today. Or, better 
still, send us an outline of your 
lubricant sales problems and we'll 
tell you how Dixon’s can help you. 


Joseph Dixon Crucible Company 


Jersey City 0 
Established 1827 


N New Jersey 




















What's New 


for Retail 














New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


av 80 Ge Sees 

















Hardware Stores 


Pagoda Triangle Surf 
Casting (Anchor) Sinker 


Designed especially for surf 
fishing where bottom is of smooth 
hard sand; will hold and will not 
roll nor drag, says the maker. 
Weight approximately, 4 oz. The 
maker states that it may be cast 
far and straight. Suggested re- 
tail selling price, 10c. each, with 
eve. Baldwin Sinker Co., 34 
Harvard Avenue, Baldwin, L. L., 
N. Y. 





Russwin No. 1390 
Night Latch in Colors 


Has modernistic design cast 
iron case, 2% by 3% inches. 
Cast bronze bolt; reversible, 
with 2% inch backset, for doors, 
1 to 2% inches. One six pin, 
ball bearing, bronze cylinder with 
3 Liberty silver keys. Latch bolt 
by key from outside and turn 
knob inside. Stop may be set to 
dead lock against key and also 
hold latch bolt retracted. Col- 





6 


ors: ivory black, blue, dark tan, 
light tan, yellow ivory and green. 
No. 1 deal contains 2 of each 
color, 1 mounted on working 
model and colored display card. 
No. 2 deal contains 24% dozen 
night latches, 4 of each 6 fin- 
ishes and one of each color 
mounted on attractive display 
board. Russell & Erwin Mfg. 
Co., New Britain, Conn. 


Issues Casco 
Gluing Guide 


Contains many helpful repair 
suggestions for home-craftsmen, 
farmers, mechanics, etc. More 
than fifty uses for glue are given 
in the booklet, which also illus- 
trates and describes packaging, 
etc., of Casco glue, glue brushes, 
Wall Sealer and a steel veneer 
press offered by the manufac- 
turer. Booklet costs 10c. per 
copy. The Casein Mfg. Co. of 
America, Inc., 205 East Forty- 
second Street, New York City. 





Peerless Brass & Special- 
ty Issues Catalog No. 50 


Illustrating and _ describing 
plumbing specialties, brass and 
rubber goods. Price informa- 
tion, specifications, a general in- 
dex and dealer assortments are 
included in the catalog. Terms 
and resale suggestions are in- 
cluded. Peerless Brass & Spe- 
cialty Corp., 601 West Twenty- 
sixth Street, New York City. 





Delta Silverite 
Flashlight Lantern 


Finished in silver enamel, op- 
erates on two standard 1% in. 
diameter flashlight batteries. Has 
Mazda bulb, silvered reflector, 
stands 3% in. high. Clear 
glass, convexed lens, automotive 
type switch. Lens, 2% in. in 


diameter. Packed in shipping 
cases of 36, weighing 26 lb. Lan- 
tern, complete with batteries, 
weighs less than one pound. Top 
bail has nail hook. Two folding 
handles in rear provide for car- 
rying or wearing on belt. Said 
to have a 600 foot beam. Display 
stand free for holding six lan- 
terns. Delta Electric Co., Marion, 
Ind. 





Improved Dennison 
Crepe Paper 


Is more workable and more 
durabie, having had its strength 
increased 32 per cent, says the 
maker. New packets designed 
to show actual color at a glance, 
at the same time giving protec- 
tion to the complete fold of 
Available in forty-eight 


crepe. 
colors, said to harmonize with 
each other. Reference coior 


guide available to aid in selec- 
tion of pleasing color combina- 
tions. Dennison Mfg. Co., De- 
partment E, Framingham, Mass. 





Estwing Pick for 
Prospectors, etc. 


Has head and handle forged of 
one piece pick steel, grip sole 
leather washers. The maker 
states that the handle will not 
break, loosen nor splinter in any 
weather or use until head is worn 
out. Point may be dressed and 








retempered, without bothering 
with handle, by wrapping wet rag 
around grip. List price, $2.75, 
high polished; $2.25, velvet black. 
Dealer discount, 33% per cent. 
Estwing Mfg. Co., Rockford, IIl. 





Hammond Timesaver 
Electric Clock 


Contains a synchronous move- 
ment. Base includes savings 
bank, with coin slot in rear. De- 
signed to aid dealers in sale of 
electrical refrigerators and other 
appliances. Coin kox has key. 
White models of Tru-White, a 
plastic material; also walnut col- 
ored bakelite model. The manu- 
facturer offers a booklet entitled 
“Strategy—The Key to Success 
in SeHing,” outlining a merchan- 
dising plan particularly for the 
electrical refrigeration field. The 
Hammond Clock Co., 2915 North 
Western Avenue, Chicago, Ill. 
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The new, modern Bissell sweeper is really new—new in appearance as well as 
in performance. 


Smart, modish, lower bodies .... Non-projecting dump levers. ... New style 
sturdier rubber corner cushions.... Wider dustpans.... New style bails and 
fittings — some in chrome, others in satin-black enamel.... Improved end 
mechanism .... Plywood case — sturdy and light... . Plywood brush pulleys 
...+ Hi-Lo” Brush control. 


These are some of the reasons why the Bissell is far more practical, lighter and 
easier to use. Why it is easier to sell, too. Old Bissell users are great prospects. 




















An intensive program of national advertising in leading women’s 
magazines is directing carpet sweeper prospects to your store. 


S 


BISSELL CARPET SWEEPER CO. 
GRAND RAPIDS, MICHIGAN 
N. Y. Office and Export Dept., 46 West Broadway, New York City 























N such times as these, when buyers are extremely conservative 
and persist in demanding full value for every dollar they 
spend, Myers Self-Oiling Bulldozer Power Pumps offer more 

opportunities for profitable business than ever. 

Considering the completeness of the Myers Line, its outstanding quality, 
its wide adaptability, its favorable low prices, its national recognition—its 
sales possibilities are so apparent that more and more far sighted dealers 
from coast to coast are recognizing Myers superiority and are taking advan- 
tage of it in securing much of the desirable pump business in their respec- 
tive localities. 

It will pay any dealer to thoroughly investigate the Myers Line, but it 
will pay him better to start selling it today. 

Our new catalog for 1933 is now being distributed. 
A copy with complete information will be mailed prompt- 
ly on request. 
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Deep and Shal- 
low Well Types 
in Sizes for Ser- 
vice Up to 10,000 
Gallons of Water 
Per Hour. 
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THE F. E. MYERS & BRO. CO., Ashland, Ohio 
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Game of “Sorry” 


attractively 
board, 44 cards and four men for 


Using colored 
each player, up to four. Com- 
bines skill and luck as “slides,” 
send-backs, backward moves and 
“change-places” affect movements 
of men or pawns. Made in Eng- 
land. No. 1, standard set, board, 
box, pack of cards, pawns, rules, 
list, $12 per dozen. No. 2, dou- 
ble pack set, heavy board, box to 
match, two packs cards, pawns, 
64 counters in four colors, rules, 
list, $24 per dozen. No. 3, de- 
luxe set, heavy board, two packs 
of cards, pawns, counters, rules, 
record card, drive cards, scoring 
pad and pencil, list, $36 per 
dozen. Dealer discounts: less 
than 3 dozen sets, 33% per cent; 
six dozen or more sets, 40 per 
cent and 5 per cent. Sales tax 
included. W. H. Storey & Co. 
(America), Inc., 34 West Thirty- 
third Street, New York City. 








“True Temper” Reelrod 


Comprises regular “True Tem- 
per” casting rod equipped with 
reel built in handle of rod. Reel 
has short axle, bearings close to- 


gether, preventing weaving or 
wobbling of spool, says the 
maker.  Anti-backlash _ button. 


Handle and reel, super aluminum 
alloy castings with cork grip, 
reel plates finished in dark 
alumilite finish. No. CRA, tip 
triple plated “Spec. Afco,” three 
hand polished agate guides, tip 
top, canvas case, 3 or 3% ft. 
overall; list, $16.50; 4, 4% or 5 
ft. overall; list, $17.50. CRG, 
tip cadmium plated, three garnix 
guides, tip top, canvas case; 3 or 
3% ft. overall, list, $13; 4, 4% 
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or 5 ft. overall, list $13.50. No. 
CRO, plated tip, imitation agate 
guides, cloth case, 3, 344, 4, 4% 
or 5 ft. overall, list $8.80. No. 
CRH, handle and reel only, list 
$6.50. List prices include excise 
tax. All lists slightly higher on 
Pacific Coast and in Canada. The 
American Fork & Hoe Co., Cleve- 
land, Ohio. 


G-E Hotpoint Fall 
Range Sales Campaign 


Includes special sales help in- 
cluding advertising, radio pro- 
grams, window displays, direct 
mail, cooking demonstrations, 
slide films, sales correspondence 
lessons, etc. Campaign merchan- 
diser gives sales points and other 
information including Christmas 
selling suggestions. Direct mail 
folders include “Be Practical 
This Christmas,” “What Mother 
Really Wants,” “More Freedom 
for Modern Mothers,” and a 
fourth devoted to various fea- 
tures of the G. E. Hotpoint 
range. Edison General Electric 
Appliance Co., Chicago, III. 





American Sheet & Tin 
Plate Issues Illustrated 


Booklet 


Describing American U S S 
stainless and heat resisting steel 
sheets and light plates, which 
are of relatively low-carbon type, 
classified broadly in two princi- 
pal groups: A, chromium alloy 
steel sheets (magnetic), and, B, 
chromium - nickel steel _ sheets 
(non-magnetic), each obtainable 
in a number of types or grades 
to meet requirements in various 
specific applications. Data given 
as to types made by the company, 
as well as the features of those 
types, information being given as 
to fabrication, chemical analysis 
and physical properties as well as 
finishes, soldering methods and 
welding methods. Illustrations 
show some of the applications 
made. American Sheet & Tin 
Plate Co., subsidiary, United 
States Steel Corporation, Frick 
Building, Pittsburgh, Pa. 





Goodrich “Highflex 
Junior” Rubber Belting 


Built of plies of specially 
woven fabric designed primarily 
to give the proper characteristics 
so necessary when transmission 
belting is to be spliced endless 
right on the machine, says the 
maker. Made only in widths 6 
in. and under. Light template 
for laying out and stepping down 
ends of belt to give a perfect fit 
can be obtained along with nec- 


essary hand tools from maker. 
Portable, easily handled with 
complete, concise instructions. 
The B. F. Goodrich Rubber Co., 
Akron, Ohio. 








Wagner No. 17 Canopy 
Overhead Garage Door 
Hardware 


Adaptable to any one section 
door, or door made up of two or 
more sections fastened together. 
May be installed on old or new 


doors. Has straight vertical 
movement before starting to 
swing. Obstructions or heaving 





of sill do not interfere with its 
operation, says the maker. Set 
includes all hardware for com- 
plete installation, with adjustable 
weather strips and special latch. 
Other features finger tip opera- 
tion and simple _ installation. 
Dealer helps include free circu- 
lars and free newspaper adver- 
tising mats. Wagner Mfg. Co., 
Cedar Falls, Iowa. 





Mengel Squeeze 
—Dry Washer 
Portable machine may be used 


in small space, for dainty or 
heavy clothes. Capacity, 2 lb. of 


wash. Clothes dried by means 
of rubber, water filled dia- 
phragm, connected to regular 


faucet, by means of rubber hose 
supplied. Diaphragm squeezes 





Electrically 
operated agitator works in man- 
ner similar to that used on most 
standard sized washing machines. 
Two speed motor, for heavy or 


water out of wash. 


light clothing, etc. Motor agi- 
tator and dryer housed in cover, 
After removing cover, tub itself 
may be placed upon stove for 
convenient heating of wash 
water. Enameled tub. List, 
$39.50. Mengel Body Co., Inc., 
Electric Appliance Division, 
Louisville, Ky. 





Electric and Motor 
Tinkertoys 


Electric motor is of synchron- 
ous type, for a. c. current and 
will run forward or in reverse. 
Has disengaging clutch and re- 
quires no transformer. Included 
with cord and base plug in every 
Electric Tinkertoy, illustrated. 
For those having double Tinker- 
toy a complete electric Tinker- 
toy may be had by adding ac- 
cessory package B, including 
motor, 14 additional wood parts 
and one 100 foot ball of cable 
twine, with 28 page direction 
book. Suggested retail selling 
price, $3 each. Motor Tinkertoy, 
list $2.75 each, is a spring op- 
erated motor, which will run 
from two to four minutes. Con- 
trol key permits starting and 
stopping of motor at will. The 


Toy’ Tinkers, Inc., Evanston, IIl. 
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“Ash Can Time” 


is here ..... 
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Now is the time to display WITT 
CANS in windows and on the sales 
floor. 
For your customers who desire the ut- 
most in Can economy, WITT CANS 
provide “low-cost per year service” 
backed by a positive guarantee. 


Why not check your stock today and 
place your orders with the nearest WITT 


Jobber? 
THE WITT CORNICE COMPANY 


2114 Winchell Avenue. Cincinnati, Ohio 


WITT CANS 


[' pays to capitalize on the weather. 


for ASHES and GARBAGE 
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Low Globe - High Globe 
Cold Blast -Hot Blast 
Large Size -Small Size 


There is a choice of 

DIETZ LANTERNS 
for every purpose 
and every purse 





When you hand a customer a Dietz 
Lantern you are giving him the best 
value he can get for his money. 


Whatever the size, type, or price of the 
Dietz Lantern he selects he is assured 
of an excess of durability—good looks 
—lighting power—and burning depend- 
ability in all kinds of weather. 


R. E. DIETZ COMPANY 
NEW YORK 


Makers of Lanterns for the 
World. Output Distributed 
Through JOBBERS Only. 


FOUNDED 1840 


[aay 4 
. LANTERNS. 
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Stoeger Arms é 
Catalog No. 18 


Contains 144 pages, describing 
and giving prices of more than 
2000 American and _ imported 
rifles, shotguns, pistols, new mod- 
els, gunstocks, scopes, targets, 
ammunition, parts and _ acces- 
sories. More than 1100 illus- 
trations. A. F. Stoeger, Inc., 509 
Fifth Avenue, New York City. 





Aldor Electric Mixer 


Will beat eggs, whip cream, 
make mayonnaise, mix light bat- 
ters and drinks. Operates on 
110 volts, 60 cycles. Chromium 
plated. Complete with adjusta- 
ble stand, six feet of cord, tog- 
gle switch and plug. Suggested 
retail selling price, $3.95. Dealer 
cost, $27 per dozen, less mixing 
bowl. The Aldor Corp., 2533 
North Ashland Avenue, Chicago, 
Ill. 


Rite-Way Oil 
Burning Heaters 


In two sizes, either of which 
may be equipped with fuel bot- 
tles and sub tank, or a constant 
level valve. Capacity, larger 
heater, 4000 cu. ft. of space, has 
30 sq. ft. of heating surface, 
equipped with humidifier and 
Pyrex glass in doors. Finished 
in walnut grained porcelain 
enamel, built of copper alloy, 
rust-resisting material. Burner 





70 


eylinders and top of stainless 
steel. Fuel capacity of larger 
model, equipped with two fuel 
bottles, four gallons or 16 hours’ 
supply. Floor space, 23 by 32 
inches. Weight, 155 lb. Smaller 
model has heating capacity of 
3000 cu. ft., equipped with one 
fuel bottle, capacity two gallons. 
The American Gas Machine Co., 
Inc., Albert Lea, Minn. 





New Grinding 
Wheel Package 


For Carborundum and Alovite 
brand grinding wheels in sizes 
usually handled by the hardware 
trade, from 2 x %4 inches to 10 
x l inches. The maker suggests 
that dealers use any of the sev- 
eral wheel display boards, of- 
fered free with wheel assort- 
ments, for their display, carrying 
extra wheel stock in the indi- 
vidual cartons. The Carborun- 
dum Co., Niagara Falls, N. Y., 
Hardware Sales Department. 





Peters Cartridge 
Fall Campaign 


Includes plans for _ special 
showing of Peters ammunition 
during the week of Oct. 31—Nov. 
5, to tie in with national adver- 
tising campaign. Broadsides are 
being sent dealers showing the 
company’s window and counter 
displays. With the broadside 
describing and illustrating the 
plan is enclosed a colorful poster 
illustrating containers of various 
Peters items and calling atten- 
tion to the special showing for 
the above mentioned work. The 
Peters Cartridge Co., Kings 
Mills, Ohio. 





Bat-Les Lite 


A flashlight generating its own 
power and equipped with three 
lamps, including two spare lamps 
clipped inside flashlight. May be 
focused with one hand, using 
same button that turns light off 
and on. May be used as a spot- 
light, flashlight, etc. Shaped to 
fit hand. The maker states that 
it is rust proof inside and out 
and is unaffected by weather or 





electrical displays in store win- 
dows, signals for customers enter- 
ing stores, counting people or 
products, motor control, control 
of electric sign illuminations and 
many other uses. G-M Labora- 
tories, Inc., 1735 Belmont Ave- 
nue, Chicago, I]. 





National Carbon Co. 
Dealers’ Manual 


Giving complete 
ring for servicing cooling 





instructions 


Has systems. 


safety 
hanger flush with small end of Contains latest information ob- 
flashlight, held by strong metal tainable in the automotive field 
lugs riveted at three points to for the care and general servicing 


dampness. 


Special attach- of cooling systems, and is based 
ments for physicians, nurses, on research work carried on by 
candle light attachments for the National Carbon Co., 30 East 
campers, etc., and special lenses Forty-second Street, New York 
for photographers’ dark rooms City. 
available. Packed in attractive 
metal box. List price, $7.50. 
Bat-Les Lite Corp., Albany, N. Y. 


inside of casing. 





Grinnell Refrigerators 
Have “Floated Units” 


Which are “streamlined,” all 

flared joints being eliminated and Rawl-Anchor 

all joints being welded. Com- A one piece, heavy duty, dou- 
pressor cylinder has fin to dis- pJe expanding masonry ‘anchor 
sipate heat, while cylinder base fo; polts, Has double inverted 
is stronger, with more gasket one body of aluminum. One 
space than previous Grinnell piece construction, no top or bot- 
models. New intake port elim- tom, either end may be inserted 
inates valve in piston head. Has j, the hole. The maker states 
new type seal which is said to when properly caulked at suf- 
get tighter as pressure increases. fjent depth a single Rawl-An- 
All Grinnell units now have ca- chor will develop entire strength 
pacitor type motor, said not to of bolt or surrounding material. 
interfere with radio reception. 4, only one unit is used for any 
Improved units mounted in top ize bolt, there is but one caulk- 
of new all steel cabinets. Units ing operation needed. The 
may be removed and replaced in maker states that the ductile 
five minutes, says the maker. gjyminum collars top and bottom 
The Grinnell Washing Machine spread upon being caulked and 
Corp., Grinnell, Towa. completely seal the hole, prevent- 
ing the lead from “flowing” un- 
der a load pull and that the bolt 
wil not turn in the hole, as the 
bolt head imbeds itself in the 
ductile aluminum collar when 
caulked. The Rawlplug Co., Inc., 
98 Lafayette Street, New York 
City. 











Burgess Flashlight 
Screw Driver 
Delivers definite spot of light 


Foto-Switch on the screw. Bit made by the 
A photoelectric relay, em- Vichek Tool Co., is securely an- 
bodies an electro magnetic chored in handle and is guar- 


switch which is opened or closed anteed not to twist off, says the 
by the interruption or variation maker. Vulcanized rubber han- 
in the illumination on the pho- dle, recommended by maker for 
toelectric cell. The maker states 110, 220 or 440 volt work. Switch 
that it will handle many com- controls light. List price, $1.55, 
mercial applications which do less batteries. Burgess Battery 
not require the ruggedness de- Co., Freeport, IIl. 

manded of industrial installa- 
tions. Door-opening installa- | — 
tions, automatic illumination con- 
trol, burglar alarms, control of 
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Driven home 


Ve in ie) 


. me ee 


WHEN the screw driver gives 

it the final turn the screw is 
driven home to stay home — that 
is, if it is an American Screw. 


The clean cutting threads of Ameri- 
can Screws take a permanent hold. 
The sharp gimlet points make 
good starting points; and the slots 
stand the strain of the final twist. 


7 a Your customers can do any job 
Ff 5 better with American Screws 
So 
WOOD TIRE STOVE MACHINE 
SCREWS BOLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH ST..CHICAGO. ILL. 


Put lt Together With Screws 














FOUR SURE-FIRE 
Tashlight LEAD ERS 
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IN CHESTER 
CHROMAL2:0 













oes gaee: Hoos a 
Modern Finish ~ 
that lasts . : 








jee right in line 
for Christmas 


1 & 2—Twin-Service Headlights in either 3 or 5-cell sizes. Con- 
verted at will from a headlight to a hand lantern, or from a focus- 
ing to a diffusing light. Four lights in one — the very essence of 
flashlight convenience. Popular and striking leaders exclusive to 
the Winchester line—the most — and practical of all around 
lights. 


3— Winchester Chromaloid — the ultra-modern finish in a flash- 
light—sparkling, lasting, cannot tarnish—easy to keep clean. Four 
beautiful colors — mottled red, green or blue and combination 
mottled red and black. Packed as illustrated in unique display stand 
—at a new low price which make them ideal Christmas gifts for 
everybody. 





4—Winchester Super-Seal Batteries. The distinctive non-metallic, 
non-conducting, Winchester fibre cap minimizes possibility of 
short-circuit, gives more core space, adds to illuminating output 
and lengthens life. The best batteries to sell with any flashlight. 


These are leaders in a completely modernized Winchester Line, 
simplified to give a more compact stock that still meets every flash- 
light need and economized to meet the modern price conditions. 
Ask your jobber to show samples of this fully modernized, stand- 
ardized and economized line. 


WINCHESTER REPEATING ARMS COMPANY 


New Haven, Conn., U. S. A. 
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Weed Emergency Unit 
Chains for Passenger Cars 


Has two Weed American cross 
chains attached to unique side 
members. Cross-chains of Weed- 
alloy have bar reinforcements 
double welded to contact links, 
strong, weatherproofed fabric 
strap with quick - adjustable, 
tight-holding buckle holds unit 
in place on tire. Buckle does not 
require }:oles in strap, permit- 
ting close adjustment and tight 
fit. Three or four units may be 
used on each tire. In two sizes 
to fit tires from 4.40 to 7.00 in- 
clusive, wood or wire wheels. 
List prices 55c. and 70c. per 
unit. Standard Weed American 
cross chairs used for replace- 
ments. American Chain Co., Inc., 
Bridgeport, Conn. 





New Siders 
Speed Razor 


Of rigid construction, with no 
movable parts. Chromium plated 
razor head, precision die cast, 
anchored firmly to handle of 
durable, light-weight composi- 


tion, said to give perfect operat- 
ing balance. 
handles. 


Red, blue or black 
The single edged new 





type Enders blade can be in- 
serted in or removed from razor 
head instantly. The new type 
blade also fits all old models of 
Enders razors. The maker 
states that correct shaving angles 
between razor head and handle 
and between blade edge and 
razor frame have been scien- 
tifically determined and that the 
square handle, curved to fit the 
hand, helps the stroke and will 
not permit the razor to slip or 
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turn in the hand while shaving. 
Blade edge shaves throughout its 
entire length and blade corners 
are completely guarded. Razor 
is easily and quickly cleaned. 
Enders Speed Razor, equipped 
with five blades, packed in fine 
Terek covered steel case and en- 
closed in attractive display car- 
ton, lists at $1. Extra Enders 
blades, in packages of five, lists 
at 35c. An attractive window 
display cut-out is offered free to 
dealers with an order for one- 
quarter dozen or more Enders 
Speed Razors. Enders Razor 
Company, Inc., 900 Spruce 
Street, St. Louis, Mo. 








Superfex Oil-Burning 
Warm Air Furnace 


A complete unit operating 
without any machinery or out- 
side power. At bottom of com- 
bustion chamber and radiator of 
welded steel is burner, or fire 
pot, of heavy ingot iron, into 
which oil flows from storage tank 
through constant level valve. Pos- 
itive stop for maximum safe heat, 
says maker. Lighted by means 
of crumpled newspapers, burn- 
ing paper vaporizing and igniting 
oil. Casings are double walls of 


sheet steel. Fuel line valves 
manual or automatically con- 
trolled. Thermostatically con- 


trolled valve may be operated 
with dry battery or through con- 
nection with electric light cir- 
cuit. Equipped with Superfex 
automatic draft control, providing 
correct draft for proper combus- 
tion. Humidifier for manual or 
thermostatic control. Four mod- 
els, heating capacities ranging 
from 53,000 to 130,000 B.t.u’s per 
hour. Pipeless model; capacity, 
60,000 B.t.u’s. Provisions for 
complete air-conditioning instal- 
lation if desired. Superfex air- 
conditioning unit available for 
attachment to furnace. Thermo- 
statically controlled electric fan 
draws air from basement through 
filter, forcing it over combustion 


chamber radiator and humidifier 
into warm-air ducts. [Illustration 
shows automatic draft control. 
Perfection Stove Co., Inc., Cleve- 
land, Ohio. 





Wooster Brush 
Sampler Deal 


At a lower price, $12.50, in- 
cludes swinging metal display 
panel with complete model line 
of 26 selected Wooster Foss-Set 
brushes, said to meet 95 per cent 
of the brush requirements of the 
average retail store; new com- 
bination handy stock control 
guide and brush sales aid card, 
which is attached to panel for 
reference. Card printed on heavy 
cardboard, giving on one side in- 
formation on “How to choose a 
good brush,” and suggesting four 
simple tests for customers. Re- 
verse side lists 26 sampler 
brushes as displayed on panel, 
giving names, sizes, suggested re- 
tail prices and model stock 
quantities dealers should carry. 
Self display carton containing 
24 3 ounce 10c. packages of 
Brush Cleaner by Wooster, dis- 
play advertising comprising re- 
prints of Wooster national maga- 
zine advertising, with streamers, 
folders, “Ted the Tester,” cut out 





hangers, etc., and book of quick 
order blanks. Retail value of 
salable merchandise in sampler 
deal is $18.80. The Wooster 


Brush Co., Wooster, Ohio. 





Stanley “Pull-Push” 
Rule Display and 
“Stanlex” “Pull-Push” 


Rule 
Stand illustrated holds nine 
Stanley “Pull-Push” rules on 


black background with card in 
colors showing a rule and illus- 
trating two uses of it. Rules 
set into countersunk holes in 
wood base, making it difficult for 
customers to handle them with- 
out removal by salesman. Dis- 
play free with assortment No. 9, 





containing nine Stanley “Pull- 
Push” rules; 3 No. 7886, “Stan- 
lex,” 1 of each color; 3 No. 1166, 
“Four Square,” chromium plated; 


3 No. 1266, Defiance, nickel 
plated. List price assortment, 
$12. Dealer discount, 33°%4 per 
cent. “Stanlex” No. 1786, new, 
flexible-rigid steel rule, in red, 
green and yellow finishes, “Stan- 
lex” composition. Has six foot 
flexible - rigid tempered _ steel 
blade, % in. wide, patented 
nickel plated finish, graduated on 
both edges in inches and six- 
teenths for six feet and thirty- 
seconds for six inches on upper 
edge. “Pull-Push” action, blade 
swivels at 72 in. mark for end to 
end measurements. Hardened 
spur pointed hook recessed in 
end of blade for use as marking 
gage, measurements beyond arm’s 
reach and accurate butt end 
measurements. Case stands on 
edge, without support, when 
blade is extended. Watch size, 
2% in. diameter; weight, 2% 
ounces. Three in display tray, 
each in colorful gift box. List, 
$1.50 each. Dealer cost, $1 each. 
The Stanley Rule & Level Plant, 
New Britain, Conn. 


Silent Knight 
Oil Burner 


A gun type burner designed 
for intermittent or continuous 
ignition. Features an all cast 
aluminum housing and _ base, 
with Viking pump, Cuno filter, 
G. E. or Westinghouse motor, 
etc. Sales helps and literature 
available to dealer. Silent 
Knight Oil Burner Co., division, 
Morton Oil Burner Co., Atlantic, 
Towa. 
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There Are Many 
Ways To Gain 
The Women’s Trade 


ND this trade is 

well worth hav- 
ing! Do you know 
that in some sections 
494% of the customers 
are women? How 
many of your custom- 
ers are women ? 


Items such as paint, 
varnish, lacquer, 
housefurnishings, 
kitchenware, electri- 
cal supplies, etc., all 
lend. themselves to 
displays and sales 
ideas that willattract 
women to your store. 


Read the articles that 
frequently appear in 
HARDWARE AGE 
telling how mer- 
chants everywhere 
are gaining this de- 
sirable trade. 


Hardware Age 


239 West 39th St. New York City 
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GRIFFIN HINGES 


Size of Butt — 33g x 33g In. 


age lovely homes 


where details mean so much 


Fé GiPuiliaisiin 
NGS 


are found--because they com- 


No. 220 





bine sturdy, practical quality 
with precise uniformity and 


superior finish. 


ERIE. PENNSYLVANIA 





Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PurcHase Sr, 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker Sr. 
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Moe’s Fertilizer 
Spreader and Seeder 


For uniform spreading of dry 
pulverized commercial fertilizer, 
pulverized lime, ashes, bonemeal 


or grass seeds. Adjustable feed 
and shut-off level set in handle. 
Spiral agitator has series of metal 
discs fastened on axle at an angle 
so that discs sweep feeder open- 
ings right and left, preventing 
contents from getting clogged, 
insuring uniform even distribu- 
tion and steady continuous flow, 
says the maker. Unit may be 
pushed or pulled. May be used 
for spreading salt, sand or ashes 
on icy walks. Top, 12 by 21 in., 
10 in. deep. Capacity, 2% pecks 
of fertilizer. Substantial wood 
handle and steel wheels, at- 
tractively painted. Individually 
packed. Dealer cost, $4; slightly 
higher on Pacific Coast. Sug- 
gested retail cost, $6. Hoeft & 
Co., Inc., North Chicago, Ill. 


Westinghouse 


Duster-Cleaner 
For cleaning floors, dusting 


and cleaning rugs and walls, dry- 
ing one’s hair, dusting and clean- 
ing pictures and upholstery and 
for sucking or blowing dirt from 
“hard to get at places.” Weight, 
5 lb. Easily operated. Westing- 
house Electric & Mfg. Co., East 
Pittsburgh, Pa., states that it 
will do the work of a large regu- 
lar sized vacuum cleaner. Floor 
nozzle has width of 11 inches, 


equipped to comb nap of rugs, 
cleans floor, lino- 


Floor brush 





leum, walls and similar surfaces. 
Dust brush to clean and dust 
baseboards, pictures, moldings, 
etc., is made of soft bristles, and 
is heavily rubber insulated to 
prevent marring of furniture. Soft 
rubber blower for blowing dust 
from fiber furniture and _ bric-a- 
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“Made by the makers of ‘Duco, 


brac, etc. Radiator tool for clean- 
ing radiators and places where 
hand or larger cleaners cannot 
reach. Has 38 in. micarta tube 
to connect tools requiring exten- 
sion, 





PATENTED 
Nout. 766470 





Christmas Tree Stand 


one unit, has 
truss rods and is steel riveted 
throughout. Collar has triple 
crank-screws holding tree. As- 
sembled by spreading tripod. 
Collar holds tree regardless of 
shape or size, says the maker. 
Curved feet protect floor and per- 
mit moving easily. Folds like 
an umbrella for storage. Fin- 
ished in Christmas green. Indi- 
dually wrapped. Packed 12 to 
carton; shipping weight 32 Ib. 
Seiss Mfg. Co., Toledo, Ohio. 


Complete in 





New Packaging for 
Duco Household €ement 


Redesigning and the use of 
two colors instead of three as 
formerly makes the new Duco 
Household Cement package ap- 
pear larger. Easily read letter- 
ing and simplified arrangement 
also contributes to its greater 
attractiveness. The _ slogan, 
so 
alternates with the company 
name on two sides. Display car- 
ton for one dozen packages of 
Duco Household Cement has 
been improved in appearance. 
Four page descriptive folder in- 
cluded with each tube of cement. 
Industrial Finishes Division, E. I. 
duPont de Nemours & Co., Inc., 
Parlin, N. J. 


Crystal Stropper for 
Safety Razor Blades 


Has a crystal surface said to 
perfectly match the bevel of the 
blade. The maker states that it 
will produce a keen edge on all 
standard safety razor blades in 
30 seconds. Blade is passed 
lightly from side to side, over 
concave surface a few times. 
Dealer cost, $2.50 per dozen, up 
to one-half of one gross. Sug- 


gested retail selling price, 35c. 
Stropper 


Crystal Co., Milton, 


Mass. 





Sargent Sanitary 
Steel Shelves 


For wood or plaster walls, 
packed with nails for attaching. 
No. 118, illustrated, measures 
overall 7 by 18 in. Available in 





white, 


Weight 


colors; 
green, blue and ivory. 
2% lb. No. 124 measures 7 by 
24 in., furnished in green, blue 
or jvory. 


four enameled 


Weight 3 lb. Corner 








shelf No. 113, 13 by 13 by 18 in., 


weight 1% I!b., available in 
green, blue or ivory. Metal 
strip is nailed to wall and shelf 
hung upon it. Smaller illustra- 
tion shows how nail, which can 
only be driven at a slant, insures 
strength in plaster walls. Sug- 
gested © retail selling prices, 
eastern and central sections, No. 
118, 75c. eacn; No. 124, $1 each; 
No. 113, 60c. each. Sargent & 
Co., New Haven, Conn. 


















































*“Shur-Loc” 
Window Guard 


Of attractive design for place- 
ment directly beneath upper win- 
dow sash between stops, expan- 


sion locking bars being set 
against window runways and 
locked with a key. No bolts, 


screws, nails or rivets are nec- 
essary for installation. The 
maker states that the guard does 
not interfere with operation of 
lower sash and permits upper 
window to be lowered a few 
inches for ventilation purposes. 
Made of steel, electrically welded 
throughout, in sizes to fit prac- 
tically every type of window. 
“Shur-Loc” Window Guard Corp., 
216 East Twenty-sixth Street, 
New York City. 


Pflueger Float-Rite 
Flies, Tail-Hook 
Pork Rind 


Float-Rite Flies, for bass, trout 
and similar fish, are tied on best 
quality hollow point, turndown 
eye, Sproat Pennell hooks, with 
firmly attached cork bodies, 
waterproofed and decorated in 
natural colors, tied true to stand- 
ard patterns. For trout and 
smaller fishes, offered in hook 
sizes No. 10 and No. 12, and for 
bass and similar fish in hook size 
‘No. 2. Available in assortments 
of one dozen patterns on multi- 
colored display card. Also on 
cards of one dozen of a single 
pattern. Pflueger tail-hook pork 
rind has a hook securely fastened 
in rind, a short distance from tail 
end, so as not to interfere with 
the wiggle. For application to 
artificial baits or hooks. Sam- 


ples on both items available. The 
Mfg. 


Co., Akron, 


Enterprise 
Ohio. 
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WORLD-WIDE ACCEPTANCE 









Star Hatk Saws are 
recognized as _ the 
greatest hack saw 
values by  experi- 
enced mechanics in 
every corner of the 
globe. 


From special flexi- 
bles to all hards and 
from light power to 
the new “Moly” hand 
and power blades— 
there’s a Star blade 
for every purpose— 
each one a leader. 


Sell Star Blades— 
they lead in accep- 
tance. Ask your job- 
ber about them. 



















STAR HACK SAWS 


CLEMSON BROS.,INC., MIDDLETOWN, N. Y. 








ARMSTRONG-VANADIUM Wrenches 


These are Quality Lines whose quality is never questioned. Standard 
products that do not suffer because of poor relations—there are no 
“ARMSTRONG Seconds.” 


These are tools of recognized value—tools that attract buyers, give 
satisfaction and build repeat business. 

ARMSTRONG Drop Forged (Carbon Steel) Wrenches are made in new 
1932 shapes with lean tapering jaws and longer bodies; are made of a 
new steel that makes them stronger than any carbon steel wrench 
previously made. 37 types, all sizes. Singly or in matched sets. 
ARMSTRONG-VANADIUM Wrenches are drop forged from Chrome- 
Vanadium Steel, are longer, lighter, thinner, STRONGER. Finished in 
nickel with heads buffed bright they come in all the newer patterns, 
singly or in matched sets. 


Write for Catalogs B-27, A-v 27 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave. CHICAGO, U. S. A. 
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i ACKS &2 cartons that 
HANDLE BETTER az STACK BETTER 


Stack them side by side—size by size and build the stacks as high as 
you like. There’s never been a tack carton designed that saves so much 
shelf space, looks so fresh, orderly and attractive and stacks so solidly as 
the beautiful, lustrous blue cartons of Shelton Tacks. 


Open one of these new cartons—let your customer catch a glimpse of 
the bright, red and blue papers neatly packed inside—and you've made 
a sale and added one more satisfied customer. 


See them yourself to be convinced. Make a note NOW 
to write “Shelton Tacks” on your next tack order. 


The SHELTON TACK Co. 


SHELTON CONNECTICUT 

















CASH SALES 


Does your store attract them? Unmistakable 
signs indicate that business is returning. 
Hardware dealers in most states are already 
reporting increased trade. 

It is predicted that this fall and winter will 
show a great improvement over recent 


months 

—but— 
Returning customers are going to be cautious 
—they will form new buying habits. Your 
chances for getting their business are no 
better than your merchandising methods. 
Big stores are getting ready—are you? 
Now is the time to make definite plans for 
increased cash sales. 
Heller’s experience in hardware store mer- 
chan@ising 
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This little booklet ‘‘The 
Story of Jim King’’ has 
inspired many a hardware 
man—have you read it? 





Free on request. 


HELLER 


Merchandising Systems 


W. C. HELLER & CO. 
700 Bryant St., Montpelier, Ohio 
Sign in the margin, y New York Office: 


tear out ad and mail 20 Vesey Street, 
today. Suite 406 
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Stewart-Warner De Luxe 
Lens Model Movie 
Camera, 16 mm 


Has specially designed lens 
mount with which either the new 
Stewart-Warner F 1.5 fast lens 
or Telephoto lens is used. Mount 
detachable for use with Stewart- 
Warner general purpose F 3.5 
lens. Magni view finder, which 
enlarges image of subject six 
times, provides equipment for 
long-range “shots.” Simply op- 
erated. Movie line also includes 
a 500 watt illuminated projector, 
two types of folding portable 
screens, film reels and film hu- 


midors. Suggested retail selling 
price, $92.50. The Stewart- 
Warner Corp., 1826 Diversey 


Parkway, Chicago, III. 





Paer Co. Display for 
Lovell Wringer Rolls 


Available in two types, one 
containing 36 rolls, divided into 
18 pairs, the other containing 18 
rolls, divided into 12 lowers and 
6 uppers. Selection of rolls dis- 
played to be made by dealer. 
Larger display for larger outlets 
making sales mostly in_ pairs. 
Local distributors handle stocks 
for refill and handle orders for 
rollers not shown by dealer. 
Every roll wrapped in same paper 
as original wrapping for origi- 
nal roll sold with machine. Each 
roll numbered to correspond to 
information key at top of dis- 
play, which locates each roll on 
display prices it and tells what 
washing machine or wringer it 
will fit. Catalog issued with 
stand identifies 468 rolls, said to 


76 


meet requirement for every ma- 
chine made. This method elim- 
inates the old method of sawing 
off blank rolls. The Paer Co., 
Box 32, Erie, Pa. 


Silver King 
Metallic Mender 


Will bind together any combi- 
nation of materials, says the 
maker. Attractive counter easel 
display for tvelve l-oz. tubes. 
Wooden scaffold demonstrator, 
from which hangs nine different 
combinations of materials held 





together by Silver King Metallic 
Mender, free to dealers. Sug- 
gested retail selling price, 25c. 
per tube. Silver King Products 
Co., 201 North Wells Street, Chi- 
cago, Ill. 


Master Lock Co. 
Issues “Price List’’ 


A thirty-two page booklet, 
combines a price list with data 
on both old and new padlocks. 
A thirteen page section illustrates 
Master padlocks, chain attached 
padlock, bicycle lock, safety 
hasp, hasp lock and key blank, 
each illustration being accom- 
panied by a detail description, 
including suggested retail price, 
wholesale price, construction fea- 
tures, weight per dozen and de- 
scription of the varieties of ways 
in which padlock is built, such 
as keyed alike, master keyed, 
chain attached. Master counter 
display cartons, counter displays 
and other dealer helps are illus- 
trated and described, some of 
them in color. Information in- 
cluded as to Master special order 
service, explanation of methods 
of keying padlocks and secret 
code numbers, as well as infor- 
mation as to special chain at- 
tachments, special and longer 
shackles, chain locks. Quick fig- 
uring of selling price on any 
article and a table of dozen and 
single prices are included. Mas- 
ter Lock Co., Milwaukee, Wis. 


C-K-R Co. Issues 
Catalog No. 132 


Containing specifications and 
large illustrations of many items. 
Index includes ash can trucks, 
ash sifters, chicken house scrap- 
ers, sidewalk cleaners, post hole 
diggers, floor scrapers, furnace 
scoops, galvanized snow shovels, 
boys’ galvanized snow shovels, 
dee handles, snow pushers, barn 
scrapers, combination scrapers, 
snow pushers and juvenile shov- 
els, sidewalk cleaners and snow 
pushers. Other items shown are 
general purpose shovels, spring 
shovels, galvanized snow shovels, 
general purpose snow shovels and 
spring snow shovels. A code for 
communication from buyer to 
manufacturer is included as well 
as one for manufacturer to 
buyer. Catalog No. 332 contains 
information on steel goods, prun- 
ing shears, hedge shears, garden 
trowels, folding chairs, camp 
chairs, screen hardware, window 
pulls, hose reels, mop_ sticks. 
Catalog No. 232 relates to curry 


combs. The C-K-R Co., 1227 
Prospect Avenue, Cleveland, 
Ohio. 





Beaver Emergency 
Light No. 150 


Gives ample light for road re- 
pairs and may be used as a tail 
light or parking light, says the 
maker. Sturdy construction, may 
be stored in door pocket. 
Equipped with rubber suction 
cap, housed in  polychromed 
bakelite and nickeled reflector. 





Suggested retail selling price, 
85c. 
tons to a box. The company has 
issued catalog No. 332, illustrat- 
ing and describing wall brackets, 
four way table tops, emergency 
lights, trouble lights, soft rubber 


handle caps, connectors, switches, | 


heater plugs, outlets, fixture re- 
ceptacles, etc. Beaver Mfg. Co., 
625 North Third Street, Newark, 
N. 2g. 


Adjustable Astragal 


Designed to obtain a system to 
compensate the expansion and 
contraction of doors, and to close 
as near as possible a door of any 
type and to prevent draught, air 
currents and keep out dirt and 
dust, says the maker. Made of 
any extruded mteal, constructed 
of two principal members which 


Individual cartons, 10 car- | 





operate and are adjusted by spe- 
cial spring and screws located 
approximately 10 inches on cen- 
ter. Special adjusting screw 
has two small lugs under head 
which fit into corresponding 
grooves on Astragal, preventing 
screw moving by vibration. 
Standard material is furnished 
natural extruded bronze, but any 
oxidized finish can be applied in 
factory at small additional cost, 
or sand-blasted for purpose of 
painting in the field. Special de- 
signs available to coincide with 
architecture of building. The 
Michaels Art Bronze Co., Cov- 
ington, Ky. 


—_——— 


Everhot Electric 
Hot Bed Heaters 


In two models; consists of 20 
feet of lead covered resistance 
wire, connected with a waterproof 
and rust-resisting terminal box. 
Rubber covered heater cord with 
connector leads out of the box 
and is for connection with light- 
ing current. May also be used 
in water tanks to prevent water 
from freezing or for chick 
brooder by coiling lead cable 
around underside of hover and 
attaching it with little strips of 
metal. May be used in hog pens 
during farrowing time, lead cable 
being attached to underside of 
wood platform upon which bed- 
ding is placed. Model 610, 120 
watts, for 3 by 6 feet or smaller 
bed; model 615, 240 watts, for 
6 by 6 feet bed. The Swartz- 
baugh Mfg. Co., Toledo, Ohio. 








“Egg-0-Fruit” Basket 
For Refrigerators 
For eggs, friut, vegetables, cold 


meats, etc. Of Armco _ iron, 
white porcelain enameled with 
“Cleenamel,” black striped, said 
to be chipless. Two heights for 
low and high shelves; 8% in. 
top, 3% in. high and 8% in. 
top, 4% in. high. May be cleaned 
with soap and water. Open sides 
give ventilation. Sides are flat. 
The Standard Electric Stove Co., 
Toledo, Ohio. 


HARDWARE ACE 











ial ii : 
i tll We 
DISTINCTION 





ee 

Guests at the William Penn enjoy the pres- 
cal tige of a good address. a a a From coast 
SB, to coast it is known as a hotel of distinc- 
rs tion, possessing an atmosphere appreci- 
ated by experienced travelers. Yet 
rates are reasonable. a a a William 
Penn Restaurants serve only the high- 
est quality of food at moderate prices. 
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WILLIAam Penn 


PITTSEUALGe 


1600 ROOMS...1600 BATHS 








Red Hot Sellers 
at 50c. and $1.00 


Fascinating marble boards 
with balls which bounce and 
bump from pin to pin are ali 
the rage now-a-days... . 
children find them entertain- 
ing and exciting. This base- 
ball game, retailing at $1.00, 
is really for two games.... 
baseball and marbles. A 
smaller board, No. 889, retail- 
ing at only 50c., is a thrilling 
marble game. Your jobber 
will supply you with both. 
Stock them today... . they 
are red hot sellers. 





ARCADE MANUFACTURING CO., FREEPORT, ILL. 


ARCADE ixon TOYS 











There's Always a 
READY MARKET 


for 
HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
carry a neat profit. This 
steady income acts as a bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 


Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 


239 W. 39th St. N. Y.C. 

















in tte NEW ATLAS PACKAGE 


The same high quality sterilized, blued 
tacks ...in “hardware” orange and blue 
packages. Set them on your display 
counter and watch them sell! 


ATLAS TACK CORPORATION 
FAIRHAVEN, MASS. 
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NOW 


BIGGER AND BETTER 
AND NATIONALLY ADVERTISED 


Due to a new patented process of formation 
Gottschalk’s Metal Sponge now cleans and 
scours twice as fast with half the effort. Strag- 
gly ends have been done away with. Packed in 
a new sanitary cellophane window bag. 


Through national advertising over 10,000,000 
housewives will read of its merits every month. 
Tie in with this campaign by displaying Gott- 
schalk’s Metal Sponge. 


Write for samples and 
price list. 


METAL SPONGE SALES 
CORPORATION 


Lehigh Avenue and Mascher 
Street, Philadelphia, Pa. 


THE ORIGINAL-SANITARY 


PONGE 


in the Cellophane Bag 
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Hardware 


Cloth 


Every roll of Supe- 
rior Brand Hard- 
ware Cloth will be 
found true to hard- 
ware cloth stand- 
ards. 

Smooth, round, 
standard size wire, 
woven evenly and 
heavily galvanized. 
You can sell Supe- 
rior Brand Hard- 
ware Cloth with the 


assurance that every 
roll is made from 
standard size wire. 
Free from bags or 
bulges. Straight sel- 
vage. Heavily gal- 
vanized. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 








SPEND AND LIVE 


“Save a dollar and keep the Sheriff away” was possibly 
good preachment for yesterday. 

But “spend a dollar and keep the Sheriff away” is far 
more appropriate philosophy and economics for today. 

We had a full year of non-spending and hoarding and 
we all know, to our grief, the results. 

Now that we are well over the panic stage we realize 
that money in cold storage means trade stagnation, unem- 
ployment and suffering; whereas money in motion means 
busy factories, full wages and prosperity. 

Dollars are restless. They must have plenty of exercise 
if they are to function normally and serviceably for all. 

Normal spending is healthy; abnormal saving is dis- 
astrous. 

E. B. TERHUNE. 





STATEMENT OF THE OWNERSHIP, MANAGEMENT, CIR- 
CULATION, ETC., REQUIRED BY THE ACT OF 
CONGRESS OF AUGUST 24, 1912 


Of HARDWARE AGE, oo every other week at» New York, 
N. Y., for October 1, 1932 
State of New York, County of New York, ss. 

Before me, a Notary Public in and for the State and county 
aforesaid, personally appeared E, P. Beebe, who having been 
duly sworn according to law, deposes and says that he is the 
Assistant Treasurer of the Iron Age Publishing Co., Publisher 

ARDWARE AGE, and that the following is, to the best of 
his knowledge and belief, a true statement of the ownership, man- 
agement (and if a daily paper, the circulation), etc., of the afore- 
said publication for the date shown in the above caption, required 
by the Act of Aug. 24, 1912, embodied in section 411, Postal Laws 
and Regulations, printed on the reverse of this form, to wit: 

1. That the names and addresses of the publisher, editor, man- 
aging editor, and business managers are: Publisher, Iron Age 
Publishing Co., 239 W. 39th St., N. Y¥. C.; Editor, Charles J. 
Heale, 239 W. 39th St., N. Y. Cc; Managing Editor, Charles J. 
Heale, 239 W. 39th St., N. Y. C.; Business Manager, Geo. H. 
Griffiths, 239 W. 39th St., ie Ae id 

2. That the owner is: (If owned by a corporation, its name and 
address must be stated and also immediately thereunder the 
names and addresses of stockholders owning or holding one per 
cent or more of total amount of stock. If not owned by a corpora- 
tion, the names and addresses of the individual owners must be 
given. If owned by a firm, company, or other unincorporated 
concern, its name and address, as well as those of each individual 
member must be given.) United Publishers Corporation, 239 W. 
39th St., N. Y. C. 

Stockholders of United Publishers Corporation owning in ex- 
cess of 1 per cent: 7. Business Publishers, Inc., 239 West 
39th Street, New York, N. 

Stockholders of United Publishers, Inc., owning in 
excess of 1 per cent: C. S. Baur, Flushing, L. I., N. Y.; George 
H. Buzby, Philadelphia, Pa. ; -, B. Frank, Pleasantville, N. Y.; 
Fritz J. Frank, Pleasantville, N. Y.; Lee, Higginson & Co. (Part- 
nership), New York, N. Y.; C. A. Musselman, Philadelphia, Pa. ; 

C. Pearson, Montclair, N. J.; talia C. Pearson, Montclair, 
N. J.; Frederic C. Stevens, 325 West End Ave. .. New York, N. Y.; 
‘-). Frederic Cc. Stevens Co., 23 Prospect Terrace, Montclair, 

ae (A)—Stockholders of Frederic C. Stevens Co.: Velma S. 
Stevens, 325 West End Ave., New York, N. Wc. Ge Stevens, Jr., 
325 West End Ave., New York, N. Y.; Velma I. Stevens, 325 West 
End Ave., New York, N. Y.; Frederic C. Stevens, er West End 
Ave., New York, N. Y.; Ruth S. Kane, Montclair, N 

3. That the known bondholders, mortgagees, and other security 
holders owning or holding 1 per cent or more of total amount of 
bonds, mortgages, or other securities are: (If there are none, so 
state). None. 

4. That the two paragraphs next above, giving the names of 
the owners, stockholders, and security holders, if any, contain not 
only the list of stockholders and security holders as they appear 
upon the books of the company but also, in cases where the 
stockholders or security holder appears upon the books of the 
company as trustee or in any other fiduciary relation, the name 
of the person or corporation for whom such trustee is acting, is 
given; also that the said two paragraphs contain statements em- 
bracing affiant’s full knowledge and belief as to the circumstances 
and conditions under which stockholders and security holders 
who do not appear upon the books of the company as trustees, 
hold stock and securities in a capacity other than that of a bona 
fide owner; and this affiant has no reason to believe that any 
other person, association, or corporation has any interest direct 
or indirect in the said stock, bonds, or other securities than as 
so stated by him. 

E. P. BEEBE, Assistant Treasurer. 

Sworn to and subscribed before me this 22nd day of September, 
1932. ° 
(SEAL] Charles B. Tanner, Notary Public, New York County. 

Charles B. Tanner, Notary Public, New York County, Clerk’s 
No. 4, Register No. 4-T-204. 

(My commission expires March 30, 1934.) 

Form 3526—Ed. 1924. 
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SPEED UP 





Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 





















AMSON TRADE ARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Nate) 5 a0). B) 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
‘There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 








Stone Working 


TOOLS 


by TROW & HOLDEN 


Are Quality Products 


Trow & Holden Co., - Barre, Vermont 








LOOK FOR THE TRADE MARK 
ON THE SHANK OF THE BIT 









WOOD BORING T00 


Sole Manufacturers of the 
Genuine Irwin Bit Since 1885 





The Irwin Auger Bit Company 


Wilmington, Ohio 








PLYMOUTH PRopDUCTS 
BIG SELLERS 


COBBLER OUTFITS and Shoe 
Lasts and Stands are in big 
demand right now. Shoes are 
worn longer— men are “half- 
soling their own.” Display Ply- 
mouth Cobbler sets on your 
counter and in your window 
and watch them sell. Plymouth 
Products also inelude “Gem,” 
“Little Giant,” “Never Fail” 
and “R & H”’ Corn Shellers and 
“Rapid” and “Korn King” 
Grist Mills. Write for catalog 
and low prices. 


THE FATE-ROOT-HEATH CO. 
1322-1358 High &t., 
Plymouth, Ohio 








Your Customers 
will buy now 


In‘every city and town, many families are moving 
into new homes, and they need 


Moore Push-Pins 


and 


Push-Less Hangers 


to hang up their pictures, mirrors, electric clocks, and 
other wall decorations. Our new small Counter Dis- 
plays make quick sales for hardware dealers. 


Your Jobber will supply you promptly. 


MOORE PUSH-PIN COMPANY 
113-125 Berkley Street, PHILADELPHIA, PA. 















Stock and Profit with 


“G &B’ QUALITY Products 


POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 


SCREEN WIRE CLOTH: 
“PEARL” 


“ACME” ELECTRO GALVANIZED 
PAINTED BLACK 
COPPER 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Rstablished 1818 America’s Oldest Woven Wire Factory-Manufacturers 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 


WIRE 
Goops 


GéB 


QUALITY 


Provuctrs 

















MARSHALLTOWN 


Xe) Z558 


When it comes to Trowels, the name 
“Marshalltown” stands for the best 
that money will buy. 


MARSHALLTOWN TROWEL CoO. 


Marshalltown, lowa 
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Quick, Profitable Sellers 


STAR Heel Plates on Cards attract attention, 
sell readily and are good profit makers. The 
STAR has been the best known brand for over 
25 years. 








Try the New No. 514 Assortment. Each card holds 
3 pairs of assorted sizes: Nos. 2, 3 and 4. One 
doz. cards to the bundle. 














Sold by Leading Jobbers— 
Send for Samples and Prices. 


STAR HEEL PLATE CO. 
357-391 Wilson Ave. Newark, N. J. 


























SQUARE FACTS 
Why RedShied” DRILLS 


Should be Used 


An extra asset 





Mechanics who have used Nicholson 
Files are self appointed salesmen for 





















































these tools, telling others of their Scientific ia 
desirability, dependability, quality. a ieatnee 
This outside good will is an asset 
which automatically becomes yours 
when you sell a Nicholson File. sities Sone oy 
At your jobber’s gFOlso, 

NICHOLSON FILE COMPANY U.S.A. 

(TRADE MARK) 


Providence, R.1., U. S.A. 


THE STANDARD TOOL (0. 


‘ CLEVELAND 
New York: 94 Reade St. Chicago: 552 W. Washington Blvd. 


Steel Brick and Mortar Hods REVOLVERS 
SHOTGUNS 


— A FILE FOR EVERY PURPOSE | 




















TRADE 








No. 158 Mortar, No. 162 Brick, 
26"x12” x 11%” deep. 22”x10"x7” deep. 6 
Have been used for years because of their strength Co. 
= ames _ dripping onto the user’s back. MARK 
ey are all steel too. 
Present Prices Will Interest You Send for catalog- 
Made by Munvinenets & Richardson Arms Company 
THE CLEVELAND WIRE SPRING CO. ae U.S. A 
E. 38th St. and Hamilton Ave. Cleveland, Ohio » Mass., U. S. 




















TUBEHANKS 


AN EXCLUSIVE FEATURE OF 


ALL SILVER LAKE 
PRODUCTS 


SILVER LAKE COMPANY 


MASSA 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is published as a 


convenienee and not as a part of the advertising contract. very care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 








Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
apply to “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 

tives Wanted” advertisements. 





Set Solid, Minimum of 50 words... .$3.00 
Each additional word.... 06 


All Capitals, Minimum of 50 words.. 4.00 
Each additional word....... .08 


Allow Seven Words for Keyed Address 





Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be reforwarded 





BOXED DISPLAY RATES 


1 fimch ccccccccccccccccccccccc + 085.00 
Each additional inch.............. 4.00 


Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWARE AGE is published every other 


Thursday. Forms close Nine Days previous 
to date of publication. 











Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 








BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 





FOR SALE: Hardware Business established 
80 years in thriving New England distributing 





center doing wholesale and retail business in 
heavy, builders’ and shelf hardware, _ black- 
smith’s and garage supplies, Auto Accessories, 
Contractors’ and Mason’s supplies, etc. De- 
ferred payments could be arranged on portion of 
purchase price. Address Box J-930, care of 
HarpwareE AGE, 239 West 39th Street, New 
York City. 

HARDWARE, Paints, Oil, Housefurnishing 


Store. For $6,500 you can purchase the modern 
fixtures with a good clean stock, inventory about 
$8,800 with a side line. Sharpen Lawn Mowers. 
Good growing location, Long Island. Established 
7 years. Going West for my health, means real 
opportunity for someone. Address Box J-940, 
care of Harpware AGE, New York City. 





TO SETTLE ESTATE business property, 
plumbing supplies and tools can be bought for 
$5,000 over incumbrances. Inquire of Gregg & 
Feuchs, Attorneys for Estate, Port Jervis, N. Y. 





WANTED: An 8 ft. 
condition. State price. 
Son, 227 Main St., Saugerties, 


Cornice brake in good 
Address P. C. Smith & 
ms Ue 





SALES REPRESENTATIVES 
WANTED 


ESTABLISHED MANUFACTURERS’ REP- 
RESENTATIVES for exclusive representation 
in protected territories. Staple specialty sells to 
Department Stores, Syndicates, Hardware Job- 
bers and Retailers, Janitor Supply Houses, 
Housefurnishings and Paint Houses. Prefer 
men with entree to these classes of trade. Our 
item is fully guaranteed, has proven merit, and 
is repeating wonderfully. Territory open, South- 
ern and Western States and portion of Mid-West. 
Write fully. Address Box J-944, care of Harp- 
warE AGE, New York City. 








WANTED: By manufacturer of well-known 
line of lawn mowers, salesman on commission 
basis for each of the following states, calling on 
retail and department store trade. Give com- 
plete information when replying as to territory 


covered, lines now handling, and_ reference. 
Mississippi, Alabama, Georgia, North Carolina, 
South Carolina, Virginia, Tennessee and Ken- 


tucky. ‘Address Box J-938, 
Ace, New York City. 


care of HARDWARE 





SALESMEN WANTED, calling on hardware, 
housefurnishing and furniture stores to handle 
line of ‘‘Fireplace Furnishings” direct from man- 
ufacturer. Territories open: Western New York, 
Pennsylvania, New England, Mid-West, Texas, 
Pacific Coast. Write stating territory covered 
regularly and how often. Address Box J-934, 
care of Harpware AGE, New York City. 








SALESMEN who call on the hardware trade, 
department and specialty stores, and mail order 
houses to carry as a side line on commission basis 
a few hardware items, one of which is an ex- 
cellent seller for the holiday season. Address 
_ J-942, care of Harpware AGre, New York 

ity. 





SALESMAN WANTED in various states to 
sell established line of paint brushes. Leads fur- 
nished. iberal commission basis. Address Box 
J-936, care of Harpware Acre, New York City. 
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Selling the New England Market 
Our organization can successfully distribute your 
products if suitable for the Radio and ome 
Kquipment Dealers. Our service, broad in its 
scope, overs Merchandising and Marketing, Ad- 
vertising and Sales Promotion, Accounting and 
Store Systems. Our dealers have confidence in any 
merchandise recommended by us. We can offer 
high-grade distribution of quality merchandise to 
the better dealers in New England. Address Box 
3-937, care of HARDWARE AGE, New York City. 














EXPERIENCED SALESMAN would like to 
secure manufacturer’s line in the southwestern 
states selling to hardware jobbers and large de- 
partment stores on a commission basis. Can 
furnish satisfactory references. Address P. O. 
Box 824, Shreveport, Louisiana. 





DESIRE CONNECTION with Reliable Man- 
ufacturers that would like Direct “Representation 
in Southern California. Lines that are of merit. 
Would also be your jobber or distributor. Ad- 
dress Box J-948, care of Harpware Acr, New 
York City. 





LOOKING FOR AN AGENCY, for Philadel- 
phia and surrounding territory, on some good 
article to be sold to hardware, housefurnishing, 
and department stores. Address LOUDEN & 
HILL, 624 Arch St., Philadelphia, Pa. 





HELP WANTED 


EXPERIENCED HARDWARE MEN located 
within the Metropolitan district of New York 
City will find it to their advantage to register 
with this bureau for positions. We are called 
—_ from time to time to fill vacancies in the 
hardware industry and we need clean cut and 
thoroughly experienced young men. No registra- 
tion fee required. 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street 

Wisconsin 7-1802 New York City 








POSITIONS WANTED 








A MODERN MANAGER IS AVAILABLE—Wealth 
of experience in producing results coupled with 
ability; analyzing markets and their possibilities; 
selecting and training salesmen to~ secure results; 
planning and executing productive advertising; select- 
ing kinds most suited to the merchandise, service 
and finances. Experienced in National Magazine, Trade 
Senrnal. ai direct mail; Co-ordinating advertising and 
sales efforts to get the most for the expenditure. 
Economical in administration. Such a man is avail- 
able to undertake sales or (and) advertising manage- 
ment. Address Box No. J-902, HARDWARE AGE, 
New York, N. Y. 

















EXPERIENCED HARDWARE MEN with 
many years of training in the hardware industry 
are continuously filing applications in this bureau 
for positions. None but thoroughly experienced 
and well trained men are permitted to register 
with us. If you are in need of clean cut, well 
trained individuals in any part of the metropoli- 
tan district of New York, just phone this office 
and you shall receive prompt attention. The 
basis of compensation is at your discretion but 
strictly commission jobs are not acceptable. 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street 
Wisconsin 7-1802 New York City 








POSITIONS WANTED 


HARDWARE MAN, 38 years old, with six- 
teen years’ hardware experience, has_ special 
training in sampling, store arrangement, stock 
control and merchandising in general. Has made 
decided improvements in arrangement, personnel 
and service to customers in stores where he has 
been employed. Six years as manager one store 
employing as many as forty people doing large 
retail hardware business, where he controlled 
buying and selling with full authority over em- 
ployees, is now open for proposition. Good ref- 
erences and invites investigations. Address Box 
J-890, care of HarpwarE AcE, New York City. 








BUILDERS’ Hardware Estimator and_ Sales- 
man with 26 years’ experience, thoroughly fa- 
miliar with plans, specification and detail work. 
Also Russwin, Corbin, Yale, and Sargent Lines. 
Now located in Central N. Y. and open for po- 
sition with reliable store or dealer handling 
Builders’ Hardware. Am 41 years of age, mar- 


ried, and have’ three children. Can furnish the 
very best of references from above factories 
and leading architects and contractors in city 


now located. Reasonable compensation until abil- 
ity proven. Address Box No. J-923, care of 
HarpwareE AGE, New York City. 





EXECUTIVE—eight years with manufacturer 
thoroughly experienced in Sales, Advertising, 
Office and Factory management, cost and sales- 
promotion work, credits, collections, a gradu- 
ate accountant—bookkee r with fifteen years’ ex- 
perience, active, capable producer, best refer- 
ences, desires position of responsibility. Manu- 
facturers, Jobbers, Retailers desiring to promote 
their business and curtail expenses will find it 
advantageous to communicate with me. Ad- 
dress Box No. J-925, care of HarpwarE AGE, 
New York City. 





SALESMAN—Well acquainted jobbers and 
large retailers. Pennsylvania, New Jersey, Dela- 
ware, Maryland, District of Columbia. Thirty- 
five years old, eighteen years experience, steel 
and wire products, electric appliance, tools, shelf 
hardware. Successful record. Best references. 
Seeks connection with manufacturer or jobber 
dissatisfied with present volume or desiring to 
enter this territory. Personal interview solicited. 
Write Box J-899, care of HarpwarE Ace, New 
York City. 





SALESMAN—Desires connection with whole- 
sale hardware house, handling hardware, house- 
furnishing and automobile accessories. 20 years 
with wholesale house handling these lines. Pre- 
fer territory in Delaware, Maryland, South Jer- 
sey and Southern Pennsylvania. Can furnish 
A-1 reference to character and ability. Ad- 
dress Box J-931, care of HarpwarE AGE, 239 
West 39th St., New York City. 





HARDWARE MAN, fforty years of age, 
single, sober and industrious, thoroughly ex- 
perienced in the hardware business, both 


wholesale and retail, desires a position with 
some reputable retail firm as manager or sales- 
man where ability and work will be appreciated. 
Can furnish best references. Middle west or 
south preferred. Address Box J-905, care of 
Harpware AcE, New York City. 





HARDWARE SALESMAN, age 30, with ten 
years’ experience in general retail hardware 
store, paint and plumbing supplies. Capable of 
managing business. Willing to invest $1500- 
$2000. Can give present employer as reference. 
Prefer Southern location. Address Box No. J-924, 
care of HarpwarE AcE, New York City. 


HARDWARE AGE 

















CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 








Sales or General Executive 


with unbroken record of real achievements, now 
available. Background of university, actual sell- 
ing of steel and hardware products, successful 
sales management, and well-rounded ability to do 
things and do them well. At present seeking 
permanent connection with well established indus- 
try requiring new methods, vision and sound 
judgment. Address Box J-929, care of Harp- 
WARE AGE, 239 West 39th St., New York City. 





TRAVELING SALESMAN with experience 
and ability who has been successful getting new 
accounts with the Wholesale Hardware, Auto, 
Mill supply and Plumbing Jobbers, desires con- 
nection with progressive manufacturer who 
wishes to introduce or expand with above out- 
lets. Have traveled the East and as far West 
as Montana and South to Texas. Active, clean- 
cut, convincing with initiative and real selling 
and advertising ability. Address Box J-939, care 
of HarpwarEe AGE, New York City. 











SALESMAN, over 15 years’ experience rep- 
resenting manufacturer and jobber on the road 
and in New York Metropolitan District. Well 
and favorably known to the trade; offers ener- 
getic and constructive representation for manu- 
facturer or jobber. Can furnish best of ref- 
erences as to character and ability. Address 
Box J-932, care of HarpwarE AGE, 239 West 
39th St., New York City. 





EXPERIENCED CATALOG COMPILER de- 
sires temporary or permanent position. I can 
save you time and money on your next catalog. 
Now is the opportune time to issue ‘that new 
Catalog. Cost of production is low. Can fur- 
nish excellent references from past employers. 
Address Box J-947, care of Harpware Acge, New 
York City. 





YOUNG MAN, 26, single, desires position with 
manufacturer or jobber. Five years office, and 
four years sales experience, covering the East- 
ern Seaboard States, for a leading hardware spec- 
ialty manufacturer. Also well acquainted with 
hardware trade in Greater New York. Ad- 
dress Box J-949, care of HarpwareE AcE, New 
York City. 








SALESMAN: Married. Thoroughly experi- 
enced. Hardware, housefurnishings, sporting 
goods, both wholesale and retail. Has been em- 
ployed by one of the leading nationally-known 
wholesale hardware companies. Unemployed for 
reasons beyond his control. Prefers to travel, 
territory in Eastern part of Pennsylvania or near 
Philadelphia. Will represent manufacturers or 
Jobbers. Address Box J-935, care of HARDWARE 
AGE, 239 West 39th St., New York City. 





EXECUTIVE—Sixteen years’ ex- 
perience. Wide acquaintance with wholesale and 
retail hardware, chain and department store 
trade in Western Pennsylvania, Ohio, and West 
Virginia. Headquarters—Pittsburgh. Seeks new 
connection. Will represent established manufac- 
turer in Pittsburgh district or will take charge 
of sales of small plant any location on percentage 


SALES 





of profit basis. Address Box J-933, care of 
Harpware AGE, New York City. 
SALESMAN widely acquainted with Hard- 


ware, Electrical and Drug Sundry Jobbers, 
Department store, syndicate and chain store buy- 
ers—desires connection with responsible manu- 
facturer for Metropolitan district. Address 
pa J-941, care of Harpware Acre, New York 
rity. 








EXECUTIVE 


Accustomed to assuming responsibil- 
ity as chief executive in the Whole- 
sale Hardware Business for over 20 
years. General diversified business 
knowledge. Broad understanding of 
accounting, selling and buying. An- 
alytical type of mind. Sound judg- 
ment. Exceptional ability as an 
organizer and administrative officer. 


Unquestionable integrity. Highest 
credentials. Can qualify as chief 


executive or general manager either 
in manufacturing or distributing 
mercantile corporation. Further full 
and complete information will be 
furnished at interview sought from 
principals only. Address Box J-943, 
care of Hardware Age, New York 
City. 




















HARDWARE MAN, age 42, married, well 


experienced in electrical goods, paints, house 
furnishings, etc., formerly manager of large 
retail store, desires position in Metropolitan 
New York. 12 years’ experience as buyer for 
large wholesale house. Best of references. Ad- 
dress Box J-942, care of HArpWaArRE AGE, New 
York City. 





EXPERIENCED HARDWARE MAN, age 
36, married, desires connection with a cutlery 
house or retail hardware concern. Tave ten 
years’ retail hardware experience and would pre- 
fer to connect in Vermont or Western Massa- 
chusetts. Can furnish best of references. Ad- 
dress Box J-946, care of HarpwarE AGF, New 
York City. 








TELL YOUR NEEDS TO THE WHOLE 
WORLD OF HARDWARE 


Secure a Position, Locate a Salesman or Representative, Hire 
an Employee, Choose a Partner, Sell a Business, Rent a Store, ; 
or Profit to the Fullest by your share of Business Opportunities 


Make your wants known in the 
CLASSIFIED ADVERTISING SECTION 


HARDWARE AGE 


of 
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‘ In the Brightest Sun 
Does it pay? —and Cleanest Air 


Contrary to most of what has been said or writ- 
ten about ADVERTISING, the fact is clear that 
it is a great waste of money if a poor medium be 
























: An important member of the Hill 


employed. family for those who dwell in apart- 
The Bunting method provides the store-to-home ‘ ments. Over 100 feet of clean white 
contact that brings results with directness, and Hill Ste been teens dines ot eee 
at the same time builds up prestige and goodwill Roof for your customers, tn, heaping with 
i i nt-da ness. 

for the dealer who applies it. Dryer lnc ow > ee a Go 
apartment drying method. Get ar- 


That is why dealers, jobbers and manufacturers 
recommend it unstintingly. 


THE BUNTING SYSTEM 
NORTH CHICAGO, ILLINOIS 


chitects to specify. 


Hill Clothes Dryer Co,. 
Inc. 


Worcester, Mass. 











For Shops, Stores, Farms and Homes 


COES Knife-Handle Wrench is the outstanding seller for 
general use. Over 90 years reputation back of it and the 





best of materials in it. That’s why your customers get 100 ntl : i 
; . : ; h Sh Window 
per cent satisfaction out of it. 7 sizes: 6” to 21”. —. Manufacturers of "Open. 
Ask your jobber. “Quality Hardware Since 1876” 


Window and Door Specialties 


BEMIS & CALL CO. Tue H. B. IvEs Co. 
Springfield Mass. New Haven, Conn., U. S. A. 


Stop in 


To completely satisfy your customers, ask your jobber for COLUMBIAN t 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and We will be glad to help you 
with your sales problems. 


the red, white and blue surface markers in *4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 
239 W. 39th Se. 


TOG LUMaay | Flardware Age, Awaits 


Best sellers because 
Nationally Adver- 
tised. Most practi- 
cal — They save 
furniture, carpets 
and floors. 


Ask Your Jobber 



































There is an ACCO Chain “" e..~4 
industrial, farm and 

—in bulk or made into specialties, 
Concentrate on this profitable quality 
line. Made by the world’s largest man- 
ufacturer of welded and weldiess chain. 











We make all Gees of Sliding Casters, 
Nail Slides, Felt Slides, Radio Felt 
Feet, Insulated Slides, ete. 


AMERICAN CHAIN CoO., Ine. 
Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chains. 











Ine 35 PEARL ST., 
*9 NEW YORK CITY 


Domes of Silence, 
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MI DON'T LET A BOOMING 





WINCHESTER 


Shotguns 
Center Fire Rifles 
Rim Fire Rifles 
Staynless Shotshells 
Super W Speed .22's 


Non-mercuric Staynless 
Center Fire Cartridges 


WINCHESTER 
REPEATING ARMS COMPANY 


New Haven, Conn., U. S. A. 
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CATCH You SHORT 








Check up your stock of 


WINCHESTER 


GREATASGUNS and AMMUNITION 


wm the duck season doubled — with game reported the most plentiful in 
years—there will be a call for shells and guns that may catch you short 


of stock unless you look to its replenishment right now. 


Now is the time to place orders for these extra requirements. Be ready with 
a generous stock of Winchester Repeaters — that ever-reliable shell which 
again stepped into the spotlight at the Grand American Handicap. This is 
the third time Repeaters have won the Grand American in the last four 
years. Winchester Rangers are also having a big calf this year because they 
are shells which cut shooting costs but not shooting enjoyment. Winchester 
Leaders (the finest shotshell made) and Winchester Speed-Loads (supreme 
for the difficult long-range wing shots) are also coming in for their extra 
share of this year’s extra shooting. 


In shotguns remember that there’s no acceptable substitute for a Winchester 
repeater— Model 97 if your customers like a hammer gun—or that perfect 
hammerless repeater, Model 12. In double barrel guns there is nothing to 
equal Model 21—even in the finest of imported guns which sell for many 
times its price. Check up your stock of both guns and shells—also on high 
power sporting rifles and the new Winchester Non-mercuric Staynless 
Center Fire Cartridges. Don’t be caught short in this year’s shooting boom. 





@ 
4 
e 
‘ 

















1843- SHAPLEIGHS E7GHTENE YEARS OF HONORABLE SERVICE 1952 








\ 





a4 : GW 


RON 

\ * ‘ \\ et i ill 

\\ ) \ | i \ A; E 
WY he 


i | | 
| 
ij 


; S | 
| it | | | HH 
| i ! l 


| 


\’OO}CMMALZLLE Mbt 01d athalih 








ijt 











“DIAMOND EDGE IS A QUALITY PLEDGE” 








Shapleigh National Series No. 1765 


HARDWARE AGE 
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